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Le L HEATING Is y 
ypchoal Or ning Bi New Field fer Prose 


CENTURY WASHINGTON 


Hot-Blast Oil Burning Heater 


The market for oil heating is almost untouched. The new Century 

Washington—with its powerful heating and astonishing efficiency— 

throws this market wide open for volume business. 

You can’t judge the Century Washington by anything you have ever 

seen in an oil heater. It outclasses and outmodes anything in the 

field. New-type burner with cast iron bottom; burns 38/40 distillate 

with amazing economy. No wicks; no moving parts; fool-proof 

operation. Heating unit has larger radiating area than ordinary oil 

heaters, producing a tremendous volume of clean, odorless heat. 

Finished in Circassian Walnut, with two-tone maple and ebony trim, 

its beauty wins customers on sight. 

Command the bulk of the oil heater business of your community 

with the new Century Washingtcn. Three sizes to meet every need. 

Four other models—six sizes—America’s most complete oil heater 
line. Write today for catalog and prices of the complete . 4 
Washington Line of oil, coal and wood heaters. Gray &Dudley C 


y 
GRAY & DUDLEY COMPANY -« Nashville, Tennessee ~peneie ae 
Established 1862 THE NAME" 
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Wooster 3-Point Merchandising 
System Which Gives Complete 
Line With Only 26 Kinds 


Of Brushes 


> Lf ifs worth Painting 
its worth 

Wooster Brusygs 
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This advertisement 
will introduce YALE 
OIL to millions of 
readers of The Sat- 
urday Evening Post. 


rst time to th 
e 
Ose oil. 


ALE OIL is new to your customers but has been used for 25 
years to lubricate and rust-proof the world’s finest bank vault 


mechanisms. We now offer you this new source of quick sales 
and repeat profits. YALE OIL has no equal as a safeguard against 
friction and rust. Sell YALE OIL for guns, tools, bicycles, household 
appliances —it is ideal for electric motors and all rust-proofing and 


lubricating purposes in home and shop. Prevents tarnish on silverware. 


If you haven't YALE OIL in stock, call your jobber or write to us direct. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONNECTICUT U. S. A. 
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NO SAGGING... NO BINDING OF DOORS 









[ STANLEY ] 


























Perfect alignment — permanently, is just a matter 
of adjusting a nut on each Stanley Hanger. Track 
straight as a die. Roller bearing pulleys and ball 
bearing swivels. That is the explanation for the easy, 
carefree operation of sliding doors hung on Stanley 
Track and Hangers. 


You need stock only three sizes to meet the require- 
ments of any sliding door. 


FOR DOORS UP TO 350 POUNDS 


154” to 214” thick 
X2650 Hanger X2641 Track 


FOR DOORS UP TO 700 POUNDS 


154” to 234” thick 
Y¥2650 Hanger Y2641 Track 


FOR DOORS UP TO 1000 POUNDS 


2%” to 34” thick 
W2650 Hanger W2641 Track 


THE STANLEY WORKS, New Britain, Conn. 


STANLEY TRACK ano HANGERS 


* FOR ALL SLIDING DOORS: 
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“Ask your hardware dealer...” 


© The keynote of every Plumb con- 

sumer advertisement. For more than 
seventeen years, Plumb has urged the 
consumer: *‘Ask your hardware dealer 
. .. go to your hardware store !”’ Hun- 
dreds of thousands of dollars have been 
spent—every thought given— to getcus- 
tomers into your store to buy more 
Plumb Tools ... to help you make a 
profit. Again this Season, Plumb adver- 
tising will be seen by millions—ripe pros- 
pects to buy your merchandise. Put 
Plumb Tools and Axes on display —in 
your window, on your counter. Get the 
full advantage in your community of 
this advertising. Fayette R. Plumb, 
Inc., Philadelphia, U.S. A. 


Check your axe stock 
and order now for 
Fall selling 

























DREADNAUGHT SINGLE BIT MICHIGAN 
— made, like all Plumb Axes, of one piece of 
high-grade steel—not two pieces welded together ! 
Goa, Plumb helps you sell by giving you the finest axe 
which skill and experience can produce. 














DREADNAUGHT DOUBLE BIT WESTERN 
—Cash in on Plumb advertising to thousands of 
woodsmen by stocking this favorite axe. Same 
high Plumb quality and skillful design. 










CHAMPION SINGLE BIT DAYTON—a rac- 
ing Axe for the chopping expert. Peter McLaren, 
America’s Champion Chopper, makes customers 
for you by demonstrating Plumb Axes. The 
Champion Axe was designed by him. 















LIBERTY SINGLE BIT JERSEY—full pol- 
ished with Red Sharp Bevels and Gold Stripe. 
Furnished in all beveled patterns, single and 





Tuis message, on 


Ps “ “ : every box of Plumb Tools,isa pled 
double bit. Plumb gives you wide variety. to you that Plumb eaieni: a 







profit. Stock and sell hammers, 
hatchets, axes, sledges, files .sold to 
you with this assurance. You have 


alta oe ve; CPORE ES ae cea no competition from Chain Stores 
—<——y and Mail Order Catalog Houses 
DIXIE PRIDE SINGLE BIT DAYTON aaa lacie ia 


lished blade, Red Sharp Bevels, Blue Head. 


urnished in all beveled patterns, single : / 
phere eg ed patterns, single and | PLUMB h 
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All finishes except Champion are available in above patterns. “be files Sledges axes, 
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New—yes, and permanent! Plastic escutcheons as well as plastic 
knob bodies are now available in rich colors—five pastel tones as well 
as black and ivory. Combined with metal in various finishes, they 
lend added distinction to Patrician hardware, and afford close harmony 
with the color schemes of any room. 

Architects, decorators and builders have greeted this new idea with 
enthusiasm. Patrician escutcheons and knob bodies are durable, re- 
sistant to abrasion and discoloration, easily kept clean—thoroughly 
practical. And being readily interchangeable, you can make a modest 





stock of them go a long way. 
Patrician is a big sales stimulant and profit builder. A few distribu- 





torships are still open. Investigate this important opportunity at once! 


Lockwood Hardware Mfg. Co. 


we Division of Independent Lock Co. 
, 
Fitchburg, Massachusetts 
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0 NEED to do any head-scratching 

to answer that question. Paint- 

ers are on the job all year long... 

painting big areas. And building up 

a big volume of business for the 
stores that get their trade. 


What stores are those? 


Here again the answer is simple. 
The typical painter does not “shop 


WHERE PAINTERS BUY THIS 


pee vUTCH BOY | 


— they also 
buy these! 
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around.” The store that sells him 
white-lead is the place where he goes 
for everything he needs. Win his 
white-lead business and you win all. 


Think that over. And you'll agree 
that your best—and most profitable 
—move is to stock and push Dutch 











ALL-PURPOSE 
SOFT PASTE 


WHITE LEAD 







se 


St., 
Se., 





Who’s Your Best Customer? 


Boy White-Lead...the most sought- 
after item in the painters’ line. 

Other Dutch Boy products widely 
used by painters are: Dutch Boy 
Linseed Oil, Dutch Boy Lead Mix- 
ing Oil, Dutch Boy Colors-in-Oil, 
Dutch Boy Liquid Drier, Dutch Boy 
Wall Primer and Dutch Boy Quick- 
Drymg Red-Lead Primer. 


Selling Suggestion 


One sure-fire method for attracting 
painters’ business is a Dutch Boy 
Department. Stage a get-together of 
your Dutch Boy products and line 
them up in a good position on your 
shelves. That tells painters how 
well-equipped you are to serve 
them. It’s an idea that has paid out 
in store after store. 


/ DUTCH BOY 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 W. 18th 
Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third 
Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany St., Boston; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh ; 
John T. Lewis & Bros. Co., Widener Ruilding, Philadelphia 
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RAY-O-VAC Deal 7 
6 2-cell Silver Stream s. 48 Armored 
Top Cells. Counter display FREE. 
Cost $7.22. Sell for $11.10. 









RAY-O-VAC No..1 Display Unit 
6 No. CS22 2-cell Copper Spotlights. 
48 No. 2 Unit Cells. Cost $6.24. Sell 
for $9.60. 


(RAYO-VAC) 


—l" COPPERLITE “7 
4 : ‘ | . iy i 
Hoh hh han 





10-0 @Om's.(Omd)-ro1me) 
6 2-cell Utility Copperlites. 48 
Armored Top Cells. Cost $5.66. Sell 
for $8.70. 


RAY-0-VAC COMPAN 


FORMERLY RENCH BATTER OMPANY 
N a i 
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48 cells. Cost $3.12. Sell for 


$4.80. Profit $1.68. Dispenser 
Display FREE. 























RAY-O-VAC No. 2 Display Unit 
6 No. R22 2-cell Rotomatic Spotlights. 
48 No. 2 Unit Cells. Cost $7.22. Sell for 
$11.10. 





WLY RAY CVAC CELLS 
RAY-O-VAC No. 4 Display Unit 
6 No. N22 2-cell Nickel Spotlights. 
48 No. 2 Unit Cells. Cost $5.42. Sell 





for $8.34. 





_|COPPERLITE~ | 
Mm oA: 
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RAY-O-VAC No. 5 Display Unit 
6 No. C22 2-cell Baby Spotlights. 
24 No. 1 Baby Unit Cells. Cost $3.86. 
Sell for $5.94. 





This striking window, coun- 
ter display furnished free on 
Fa-te 1¥(-3-} am CoMRe (-104(-) e-¥B (cle aibtatete! 
| the Silver Stream flashlights. 














WHY YOUR CUSTOMERS WILL 
WANT STORMSEAL: 


1. Absolutely weather-tight—all common causes of leaks are over- 
come by the design of this new roofing. 

2. Lasts a long time—its even, high-grade galvanized coating will 
protect it against weathering for many years. 

3. Trim in appearance—buildings roofed with StormSeal are more 
attractive. The parallel flat lines of the seams make a pleasing pattern. 
4. Easy to apply—it goes on quickly. The flat seams make nailing 
easy. 

5. Inexpensive—with all these valuable features, it costs no more 
than many ordinary types of roofing. 





CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York - COLUMBIA STEEL COMPANY , San Francis: q 





UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 
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Use them to build 


your roofing sales 


HE new U-S-S StormSeal isn’t just an- 
other steel sheet. It is a new roofing 
with five features that are really worth talk- 
ing about. StormSeal is designed to overcome 
every common source of root difficulties, 
especially side lap syphoning, end lap seep- 


age, and the blowing of water through laps 


in high winds. 

StormSeal Roofing has the same qualities 
of workmanship and. materials which have 
for years made U-S:S Rooting and Siding 
Sheets leaders in sales and leaders in service 
to users. The new teatures of StormSeal 
give you added assurance of customer sat- 
istaction. 

See your jobber, or write us, for a sample. 
Then you can see why this new roofing defies 
the stormiest weather...and why it will be 
a sales-builder tor you. A complete line of 
StormSeal accessories is available. 


THE MOST WEATHER-PROOF ROOFING 
BECAUSE OF THESE FEATURES 


TWIN DRAINS pre- 

vent syphoning. They 
carry off any water that 
may seep or be blown 
through the laps. 


TRIPLE CROSS 

CRIMPS stop all seep- 
age at end laps and protect 
your roof from this com- 
mon cause of leaks. 


PRESSURE LIP 
<7 makes the overlapping 
ends cling firmly together. 
High winds and rain are 
kept out. 


TENSION CURVE 
holds the entire sheet 
snugly against the decking. 


BEFORE NAILING 


AFTER NAILING 


FLAT NON-SY- 

PHON SEAMS make 
nailing easy. They look 
trim. 
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Start Your Fall Sales with 
1 This NEW Coleman lamp 


_ good news that will boost your fall sales off toa 
flying start! The New Coleman Lamp No. 143 is ready... 
and it’s the most handsome lamp Coleman has ever produced! 
It’s an instant lighting lamp with Ivory and Gold finish; fluted 
Glasstex shade with cord, in white and gold leaf design. One- 
quart fount, separate pump. It’s a dandy in appearance and 
operation. There is every indication that this new Model 143 
will become the “best seller” of the Coleman Lamp Line. 


OTHER MODELS YOU SHOULD HAVE IN STOCK 


.to make your showing complete...to give your 
customers a wide selection...to make more sales. 
No. 132A—A de luxe model Gasoline Pressure Lamp. Parchment 
shade; Silvertone finish; 3-pint fount. Instant lighting. 

No. 134P—Popular priced Gasoline Pressure Lamp. Parchment 
shade; Indian Bronze finish. Instant lighting. 

No. 134—Exactly the same lamp as No. 134P without Parch- 
ment shade. 

No. 129—Kerosene Pressure Lamp. Has Parchment shade. Silvertone 
finish. Popular priced. 

Plenty of Sales Helps are ready ... everything is geared up to help 
you with your selling ca — Now is the time to start. Ask your 
Coleman Jobber Salesman for prices... write us at once for Sales Helps. 


THE COLEMAN LAMP AND STOVE COMPANY 
Wichita, Kans. Chicago, Ill. Philadelphia, Pa. Los Angeles, Calif. 
(FD-53) 
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NO. 132A 





COLEMAN SELF-HEATING 
IRON 


No. 4A 


Instant 
Lighting 


COLEMAN 
LANTERNS 


“The Lights of a 
ThousandUses”.The 
finest outdoor lights 
made. Produce high 
candlepower, steady 
brilliance that lights 
upabigarea. Needed 
by tourists, farmers, ne ee hg es . 
- $ me- the fastest selling iron of its kin 
Models with Super Power, 1100 aa aise pam om »ahd home- yo 2428 on Gin ae. Needed i in every 
watts. Many new features. Save 2 home. Makes and burns its own 
work, time and money for the user Gasoline and kerosene models for every lighting gas: costs only %e# an hour to oper- 
—build profits for the dealer. Save PUfPOSe, at prices to fit every purse. Wind, rain, ate. Cuts ironing time %! Cool 
snow or sleet can’t put them out. In use everywhere. blue handle. Hot point and tapered 


COLEMAN AUTOMATIC 
ELECTRIC 
IRONS 





L 





New streamlined, Super Speed 





as much as 40% on electricity. Get Good sellers the year ‘round. heel. Can be used anywhere; no 
the new line-up on Coleman Irons— Always keep them on display, ready to light, and cords or tubes. Genuine instant 
four models. Always good fallitems. you'll sell a plenty! lighting. A fine fall selling item. 


COLEMAN CIRCULATING COLEMAN RADIANT 
HEATER NO. 490 HEATERS 


The newest addition to the Coleman Provide low cost, quick heat 
Heater Line! Circulates 3860 cubic for any home, anywhere. Make 
feet of warm air an hour. Lights in- and burn their own gas from 
stantly—easily regulated—heats rap- ordinary gasoline. Portable, 
idly. Duroplastic enamel finish will convenient, economical, effi- 
not chip, crack or peel. Everdur Metal ions Particularly good for fall 
Fuel Tank easily removable for quick, selling — before big heating 


easy filling; can’t rust or corrode. aT re 
Room size. It has a big market for Plants are started. Two models: 
use in homes, stores, offices, trailer the big, powerful No. 5B, with 
homes, filling stations,etc. You need automatic fuel control and 
this to make your showing of fall smaller No. 16,instant lighting. 
heating equipment complete. Both dandy fall sellers. NO. 5B 
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EARLY a century devoted to the making of a product, with 

uninterrupted maintenance of the highest manufacturing 

standards and practices, is bound to reflect in the quality of that 
product—certain to insure satisfaction to the buyer. 

EMPIRE Carriage Bolts have been produced by R B & W for 
ninety years and these, the first of the R B & W products, have been 
improved continuously ever since they first established EMPIRE 
reputation. R B & W has so improved metallurgical control of mate- 
rials, processes of handling raw stock, design of machinery, meth- 
ods of manufacture, and control of uniformity that EMPIRE Carriage 
Bolts have always maintained their original leadership. 

Precision machines, skilled operators and-constant inspection 
assure an accuracy that saves time and money on any assembly 
operation. Well finished heads with accurately formed squares, 
smooth bodies, clean threads, accurate lead and pitch—all to close 
tolerances—prevent jamming and stripping. 

These are points the careful buyer demands and appreciates— 
they make EMPIRE Carriage Bolts easy to sell and reflect sure 
profits when ample stocks are carried. Standard and special sizes 
and types, with cut or rolled threads, will meet every requirement 
for every use. 


RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 
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SATISFACTION 


BOLTS 
Carriage * Machine + Lag * Plow 
Stove + Elevator * Step * Tap 
Wire Wheel & Rim « Battery 
U-Bolts * Semi-Finished 
Automotive Replacement 


NUTS 
Cold Punched «+ Semi-Finished 
Hot Pressed « Case Hardened 


Tin 


SPECIAL UPSET AND 
PUNCHED PRODUCTS 





Satisfaction is reflected not alone in an outstanding product, but 
in customer contact and service as well. Since its start in 1845, 
almost a century ago, R B & W has continually built customer 
satisfaction. Thousands of satisfied customers—many regular pur- 
chasers of EMPIRE BOLTS and NUTS for over 50 years—have 
found fair dealing, equitable prices, quality products, large stocks 
and good service a guarantee of such satisfaction. 


With pride in such a record for so many years, the R B & W 


RUSSELL, BURDSALL & WARD 


BOLT AND NUT COMPANY 

















Slotted + Castle for 
policy today is still one of insuring satisfaction based on experience, 

PINS the 
Cheiie-«: Shees stability and progressiveness that makes the best use of up-to-date bec 
asunee plants and equipment, seeks out and applies the newest methods i anc 
Stendard and materials, keeps both operating staff and management ever sto 
Tinners’ * Coopers’ + Culvert in step with the trend of the times. Small purchaser as well as large ) fro 
SCREWS manufacturer, jobber and retailer—all learn the meaning of ; ren 
Cap * Machine + Hanger true satisfaction through continued use of EMPIRE Brand Bolts, 1S } 
WASHERS Nuts and Rivets. , } 
ci wi 
Plate + B ‘ 
— Out of long experience, we can make valuable suggestions for wil 
oe standardizing and simplifying bolting material, and R B & W 4 
iil: of Mattias Cheats Engineers will study your needs without obligation. ec 
RODS ar 

Stove * Seat « Ladder j 
PLATED PARTS - a 
Cadmium «+ Zinc * Chromium / / 
Nickel* Hot Galvanized» Copper J 


PORT CHESTER, N.Y. FOCK FALLS,ILL. CORAOPOLIS, PA. 


SALES OFFICES: 
CHICAGO * DETROIT: PHILADELPHIA’ DENVER SAN FRANCISCO LOS ANGELES SEATTLE © PORTLAND 


@ 7103B 






























Your competitors pay the bill 


FOR YOUR NEW PITTCO STORE FRONT! 


WM. 


PREGRRRRRRRETAES 


AYBE your competitors 

don’t actually sign the check 
for your new Pittco Front. But 
they pay for it, all the same... 
because its modern, inviting appear- 
ance draws customers from their 
stores to yours. And the profits 
from this new business pay for your 
remodeling. Your competitors’ loss 
is your gain. 

Remodel your hardware store 
with a Pittco Front...now. It 
will widen your trading area. Boost 
your volume. Increase your unit of 
sale. Build up your profits. 

When modernizing, consult an 
architect to assure a well-planned, 


oO 
Ph 
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BEACH 


economical job. Our staff of store 
front experts will be glad to coop- 
erate with him in planning a Pittco 
Front to suit your needs. Mean- 
while, send the coupon for our free 
book containing complete informa- 
tion about Pittco modernization, 
together with many photographs of 
actual, successful installations. 


Be sure to see the Pittco Store Front Caravan, 
now on a nation-wide tour. Contact our local 
branch for specific information as to when it 
will visit your territory. 


PITTSBURGH 
PLATE GLASS COMPANY Globe. 





SALES PERSONALITY PLUS is what 
a new Pittco Store Front gives to a hard- 
ware store. Here's an example in Colum- 
bus, Ga. The Pittco Front was designed 
by Architect T. Firth Lockwood. hich 
store would you expect to attract most 
business .. . the old or the new? Make a 
Pittco Front a profitable salesman for 
your store...and boost your profits, 


PITTSBURGH TIME PAYMENT PLAN 
Take up to 2 years to pay for your 
new Pittco Front. Pay 20% down, 
settle the balance out of income. 


Plt tTCo 


TORE FRONTS 
“ glass ... metal. 5 praint 


i Pittsburgh Plate Glass Company, 
2270 Grant Bldg., Pittsburgh, Pa. ; 
Please send me, without obligation, your new : 


book entitled “‘Producing Bigger Profits with 
Pittco Store Fronts.” 
Name 


Street 


City State... 
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Slops it Leakage 
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| Monarch Never 
Sells Direct 


-Monarch protects and does not 3 
compete with the dealer; gladly 
furnishes display material and sell- 
ing helps. Come in with MetaLane 
Weather and Dust Strip and go to 
town on weather 


MetaLane Weather and Dust Strip is made and 
packaged to sell over the retail counter. Here is a 
profitable product that can be sold in volume to a 
waiting, ready-to-buy market that is right at your door. 


A new design, a new metal, a new color and a new 
package. Modern, attractive, saleable, at a price your 
customers will pay. 


Easy to handle. No measuring, no cutting, no counting 
of nails. Just pick it up, hand it over and take in the 
money. 

Home owners, carpenters, builders — all are good pros- 
pects. Anyone can install MetaLane. No skill or special 
tools are required. It isn’t even necessary to remove 
the paint from the sash. 


strip sales. 
MetaLane Weather and Dust Strip means Comfort, 


pee 
} 
Cleanliness and Economy. Offer these to your customers 


See SS SSS Se eee ind they will buy. 


Please send me a free copy of & 
your booklet “The Silver Lining.” H DEALERS 


Mail coupon for free booklet "The Silver Lining.” It is full of ideas on how to make 





© your weatherstrip business more profitable. It will put you on the road to profits. 
Name Y BE SURE TO GIVE NAME OF JOBBER — WRITE TODAY! 
Address 
MONARCH METAL WEATHERSTRIP CORP. 
initiate 6334 Etzrel Ave. St. Louis, Mo. 
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FREE! 
Winchester Shot Shell 


and Ammunition 
Charts. Valuable ref- 
erence, display and 
selling aids. Attrac- 
tively illustrated in 
full colors. Get your 


Charts NOW. 
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HEY want you to pull for their success on every hunting trip. And it 
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depends fully as much on the ammunition you sell them as upon their 


’ guns. Particular to a degree in buying a shotgun or a rifle, they are as a 


rule much less careful about its ammunition. See that they ALL get the 


loads that will give them every ounce of success that their guns are 


capable of. Stock, display and sell—for sure come-again satisfaction— 


Winchester World Standard Shot Shells and Cartridges. 
FOR POPULARITY, PROGRESS, BIGGER SUSTAINED SALES VOLUME 


SHOT SHELLS. Forall long range 
shotgun shooting, sell Winchester 
Leader Super Speed or regular Super 
Speed Shells. For their extra speed, 
reach and wallop, with Winchester 
short shot string. Powerful new 12 
gauge 3-inch loads for magnum guns. 
For deer, the new Winchester-orig- 
inated rifled slug shells. . . . In reg- 
ular loads for upland and wildfowl 
shooting, push the new simplified 
Winchester standard range of Leader 
and Ranger Shells. 


RIM FIRES. In .22 cartridges, rec- 
ommend especially Winchester Stayn- 
less Super Speeds with hollow-point 


bullet. Sell Winchester Staynless for 
all average use. Both have the clean, 
no-rust Winchester Staynless prim- 
ing and are smokeless. - 


CENTER FIRES. In center-fire 
rifle ammunition, sell every customer 
Winchester Staynless Non-Mercuric 
Cartridges. Peak performance, to- 
gether with the valuable Winchester 
Staynless no-rust and Non-Mercuric 
features. Strictly reliable for full 
rated standard velocities and power, 
supreme dependability and fine ac- 
curacy according to the type of car- 
tridge used. Standard loads and new 
Winchester popular successes. 


WINCHESTER REPEATING ARMS CO. 


NEW HAVEN CONN., U. S. A. 


1937 


WIN CHESTE 


TRADE MARK 
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@ GMC builds ‘‘from the smallest to the largest’’ in trucks, 
knowing full well that in no other way can the widely changing 
needs of hardware dealers and others be served. The purchase of 
a GMC does not limit the buyer merely to a choice of size. The 
GMC line offers selection of all conventional types, the popular 
new cab-over-engine models,—or the 
new two-wheel Trailabouts,—also 
full-size trailers! ...all at prices now 
crowding the lowest! 


Time payments through our own Y. M.A. C. Plan 


at lowest available rates 
» » » 


Three “‘Trailabout’’ Styles—open express, screen-side ex- 
press and stake — make this the most adaptable quick- 
delivery trailer on the market. Built by truck men and built 
like a truck] Write for colored descriptive booklet. 





‘GENERAL MOTORS TRUCKS & 


"GENERAL MOTORS TRUCK & COACH © DIVISION OF YELLOW TRUCK & COACH MANUFACTURING COMPANY © “PONTIAC, MICHIGAN — 
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FLORENCE Oil-burning HEATERS 





AT A PROFIT 


There’s dependable comfort for your 
customers, and comfortable profits for you, 
in Florence Oil-burning Heaters. For each of 
the twenty-four handsome models in this 
Complete Line sells to stay sold. And each 
carries a money profit worth working for. 

You can have a real heater department in 
the Florence line alone—and benefit through 
Florence popularity and sales aids. Your 
salesman can trade up in Florence, for the 
line includes high powered flue-connected 
Circulating and Radiant Heaters with sleeve 
type or pot type burners; popular Cabinet 
Heaters with wickless kerosene burners that 
require no flue; Kitchen Heaters; Garage 
Heater; portable Room Heaters; and depend- A FACTS TAG 
able Range Oil Burners for kitchen stoves. 0” each heater 

The Florence Merchandising Plan is geared helps you sell 


; d satisfy. 
to speed up your sales. Write for details. and satisfy 
ay Western Offices and Plant, Kankakee, IIL; 
fl 


amcce i" =p : Te Sales Offices: Merchandise Mart, Chicago; New 


<I 
Ou 5 * GAS RANGES - HEATERS - RANGE BURNERS York, Boston, Atlanta, Dallas, San Francisco. 





FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
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AMERICA’S FAVORITE| 
Made to SEL 





i BD 
AMERICAN STEEL & WIRE COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
Cleveland, Chicago and New York Birmingham 


COLUMBIA STEEL COMPANY UNITED STATES STEEL PRODUCTS COMPANY 
San Francisco + Pacific Coast Distributors New York «+ Export Distributors 


/EFARM FENCE . 


There’s more profit in selling a Fence 


that’s famous for long service 


ND satisfied customers are part of that 
profit. The long years of reliable 
service which American Fence gives, brings HOW NEW PATENTED 
satisfied customers back to you. American 
Fence has long maintained its leadership PROCESS GIVES 3-WAY 
because it gives farmers their full money’s PROTECTION AGAINST RUST 
worth in long life... in full length rolls... 
in full number of stay wires. 
The new LongLife Wire, with its new 
patented process, gives 3-way protection 
against rust and gives you added assurance 
of customer satisfaction. It provides even 
longer service than that which established 
the preference for American Fence. This 
new wire stays bright longer... resists rust 
better .. . costs no more than ordinary fence. 
American Fence is still easier to sell 
because of the printed guarantee* which is 
tied toeach roll. Read this guarantee. Then ai ll a alalli aiai 
ask yourself if there is any better way to bearing steel. This resists rust. 
sell more fence and strengthen your repu- A zinc-iron alloy which forms a tight 
tation for quality merchandise than to offer peg Sag papel pl ge tngelen 
your customers the 3-way protection, long not just plated on. This alloy resists rust. 
life and er neieg wd of American Fence. Heavy outer coating of uniformly applied 
Because it is a leader in sales it can be a commercially pure zinc. No air holes or 
leader in profit for you. “bubbles” which permit rust to work in. 





*Guarantee covers any type of U-S-+S Fence, such as American, Anthony, 
Ellwood, Prairie, Royal, Monitor, U-S~- and National. 


US'S AMERICAN FENCE 


(oss 


a 


“UNITED STATES STEEL 








WITH THESE PROFITABLE 
VACUUM CLEANER DEALS 





























" CONSUMER OFFER 
WITH NO. 10 OR 10-L 








Stimulate your cleaner sales this fall! Get off to a flying start with these 
“big value” Hamilton Beach deals. Use the strong customer appeal in 
this $14.50 hand vacuum. It’s the winning card that turns hesitant shop- 
pers into active buyers. Plan now to cash in on these profitable offers— 
to get a bigger share uf the fall cleaner business. Both deals are avail- 
able only from September 15 to November 15. 


@ REGULAR MODELS 


All cleaners in these deals are standard Hamilton Beach models— 
not “rebuilts” nor “closeouts”. Floor cleaners have motor-driven 
brush—clean with beating-sweeping-suction action. Hand cleaner 
is light in weight—perfectly balanced for easy handling. 


@ NATIONALLY ADVERTISED 


These are the only vacuum cleaner offers advertised in the roto- 
gravure section of Sunday newspapers. Advertisements will be seen 
and read by 6,846,169 alert, smart-buying families from coast 


$14.50 HAND CLEANER 


FREE 


WITH No. 10 OR 10-t 
FLOOR MODELS 








to coast. 

@ COMPLETE DEALER HELPS CONSUMER OFFER 
Special free promotional material—sales-stimulating window and WITH NO. 8 
counter displays, folders, envelope stuffers, newspaper mats—will 
tie up your store with our powerful nation-wide program. HAND CLEANER AND 

NO. 8 FLOOR MODEL— / 

@ YOUR PROFIT IS PROTECTED A $49.25 VALUE— 











These deals are distributed on our regular Wholesaler-Retailer BOTH FOR 
policy. All inquiries are referred to dealers. Order from your ONLY 
Jobber’s salesman. Write us direct for free dealer helps now. 

HAMILTON BEACH CO., Division of Scovill Mig. Co., RACINE, WIS. $39-%5 





HAMILTON BEACH 
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ET us send you this booklet of Nesco Fall Merchandise. Promotions and 

style suggestions in housewares that your customers will like and find 
that they will need in their fall kitchen rehabilitation. For your convenience 
each suggestion is built around small cost units mostly under ten dollars. 


Put Nesco to work in your store — harvesting a bumper crop of sales and 
profits. Nationally Advertised Nesco merchandise will make money for 
you this fall. You're certain to profit. Stock your shelves with Nesco Wares. 





Mark your want book now! You'll “want” full particulars about these Nesco 
Fall Promotions from your Jobber’s Salesman on his next 


visit, or let us mail this booklet to you. | ey, | a oy Cc © e 


NATIONAL ENAMELING AND STAMPING COMPANY PRODUCT 


Executive Offices: 449 N. TWELFTH STREET MILWAUKEE, WISCONSIN 


Factories and Branches: MILWAUKEE — CHICAGO — NEW YORK — BALTIMORE 
PHILADELPHIA — GRANITE CITY, ILLINOIS — SAN FRANCISCO — DALLAS 


WORLD'S LARGEST MANUFACTURER OF HOUSEWARES ‘Sf f 1A ) ! — Z “ TINWARE + GALVANIZED WARE « ELECTRIC 


NCLUDING ENAMELED WARE » JAPANNED WARE 2S f tr Fil) APPLIANCES » KEROSENE RANGES AND HEATERS 
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SELF-SMOOTHING Stxft Selling 
PAINTS VARNISHES ENAMELS. 


OMBINE pleasure and business. Drop in and have a chat with Bob Gentry— Secretary 
of Gentry Brothers, 1222 North East Second Avenue, Miami, Florida—KYANIZE 
dealer. It’s like a tonic to hear Bob tell about his success with KYANIZE. 














It’s all very well for us to tell you how KYANIZE sells—how KYANIZE rates in the 

trade for its wholehearted cooperation, its unusual selling helps, its well-planned advertis- 

ing program—or even how, with a minimum investment, you can dominate the paint market : 
in your locality. Success speaks for itself and Bob Gentry will tell you how he has succeeded 

with KYANIZE. 


Bob Gentry is just one of hundreds of dealers all over the country who has made his mark 
with KYANIZE. 


If you are alive to progressive selling—if you are eager to invest in a sound paint proposi- | 
tion—if you are willing to cooperate, we'll get behind you in a sure steady climb to success. | 


BOSTON VARNISH COMPANY 


Everett Station, Boston, Massachusetts 
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-Here’s why 


YOU PROFIT MOST BY SELLING 
PLYMOUTH MANILA ROPE 
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Controlled Quality 


CONTROLLED quality is 
really the basic fact behind all 
the extra values for which Ply- 
mouth Ship Brand Manila 
Rope is known ... Constant, 
scientific control of quality 
produces rope that is uniform 
in strength, flexibility, and in 
resistance to strain and abra- 
sion. Plymouth’s rigorous safe- 
ty standards are maintained 
through control of quality. 
Plymouth’s reputation for 
economy through longer safe 


service is upheld by control of 
quality. This control begins with 
the selection of only the better 
grades of all pure Manila fibre. 
And control is unremitting 
throughout every step in the 
varied processes of manufac- 
turing Plymouth Manila Rope. 

All of which means that, 
year after year. you can sell 
Plymouth Rope with com- 
plete confidence in its uniform 
quality and its ability to satisfy 
every rope need. 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASS., AND WELLAND, CANADA . 


Sales Branches: New York. Boston, Baltimore, 


Chicago, Cleveland, New Orleans, San Francisco 
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This Idea 


SELLS 


Al i. | CUTLERY 


Here is the biggest 50c value you have ever offered your customers — knives that 


couldn't be purchased elsewhere under a dollar! Moreover, they are packed in 
this beautifully colored display box — catching all the romance of the old frontiers, 
when cutlery had to be good! 


We suggest the following particularly: Or this: 

1 only, No. 0696—Hickory 6’ High Carbon Butcher, to sell for.. 2 only, No. 0696— 

2 only, No. 0697—Hickory 7’’ High Carbon Butcher, to sell for.. Hickory 6” High Carbon Butcher, to sell for . 50¢ 
1 only, No. 0698—Hickory 8’ High Carbon Butcher, to sell for.. 4 only, No. 0697— 


Hickory 7’’ High Carbon Butcher, to sell for. 50¢ 
1 only, No. 1696—Hickory 6” Stainless Butcher, to sell for...... a diet eeaiee, 
4 only, No. 0698— 


4 only, No. 1697—Hickory 7” Stainless Butcher, to sell for...... Hickory 8” High Carbon Butcher, to sell for. 50¢ 

1 only, No. 1698—Hickory 8’’ Stainless Butcher, to sell for 2 only, No. 1608— 

2 only, No. 1608—Hickory 8” Stainless Slicer, to sell for Hickory 8’ Stainless Slicer, to sell for 

No. 1600 Counter Display Deal, No. 0600 Counter Display Deal, weight 
weight per deal, 5 lbs To the dealer $4.00 per deal, 5 Ibs. . . . To the dealer $4.00 


Be sure to specify your jobber’s name on your order 








Housewives use these items every day! They buy them 
regularly because they need them constantly. Just lose 
sight of that fact a moment and you will lose many 
sales to a competitor. OVENEX, the first progressive 
step in Tinware design in half a century, puts zip and 
flash in good, staple, “bread and butter” sales. An 


opportunity if there ever was one! 











$3322.25 Rt: SA rr 
$e ‘ad 2 
~~ 


re e e e e 



































Shake out one 
Shake out a dozen 


ATLAS SHAKER BOX 


A GENUINE Sales Booster 


@ This New Shaker Box—a spectacular ATLAS achievement—has con- 
sumer and sales appeal. Your sales of Tack and Nail products will 
jump with this attractive, handy, modern package—available only 
through ATLAS. The consumer easily and safely ‘shakes out Tacks as 
wanted, with no spilling, dumping or pricked fingers. The scientifi- 











cally STERILIZED contents stay clean. 


The new Atlas Shaker Boxes are packed in the New Saleslant Dis- 
play Container. A colorful display—set up in a second and occupying 
only four inches of counter frontage—this becomes an able silent 
salesman for you. Increase your sales by ordering TODAY from 
your WHOLESALER. 

















12 SHAKER 
BOXES INA 
CONTAINER 


PACKAGE 
PATENT PENDING 
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Published Every 
Other Thursday 


239 WEST 39TH STREET NEW YORK, N. Y. 








































Established 1855, succeeding and embodying “Hardware” of New York; “Stoves 
and Hardware Reporter,” St. Louis; “‘The Western Hardware Journal,” Omaha; 
“Iron Age Hardware,” New York City; “The Hardware Reporter,” St. Louis; 
“Hardware Salesman,” Chicago; ‘“‘Hardware Dealers Magazine,” New York, and 
“Good Hardware,” New York. 
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Disbributed by 
OUTSTANDING JOBBERS AND 
MILL SUPPLY DEALERS IN EVERY 
SECTION OF THE COUNTRY 


SELL THE SHO 


1 The Closed-Back— provides smooth 
back with unrivaled strength of one- 
piece design . . . also new simplicity of 


handle replacement. 


2 The Turned Shoulder — strengthens 
blade, saves shoes. 








VELS THAT 





The exclusive built-in features of 


WOOD’S Shovels sell themselves. 
Years of pioneering by WOOD’S 
have perfected an improved shovel 
design that is matchless in selling 
opportunities — opportunities of 
more profits for you. The proper 
heft of this shovel, the smooth 
handle, strong tapered socket, the 
turned shoulder, the heat-treated 
steel blade, and Closed-Back, all 
are important WOOD’S features 
that sell themselves. 

That’s why there is tremendous 
demand for genuine WOOD’S 
Shovels, and an important reason 
for the profit they bring to dealers. 
Another advantage of the WOOD’S 


SELL 


3 The Tapered Socket — strong and 


solid because both blade ‘and socket are 
heat-treated, fits the hand. 

4 Heat Treating — makes high-grade 
steels in Big Fist, Wood, Stuart and 
Wilson grades hard, to resist wear. 








Shovels» Spades Scoops 








line is that the unique Closed- 
Back minimizes your inventory by 
superseding  strap-weld, solid 
shank and hollow back shovels... 
it answers all needs. 

Dealer experiences throughout 
the country reveal that one 
WOOD’S Shovel sells another. 
Thus, our daily mail brings re- 
quests for addresses of dealers who 
handle WOOD'S. We would like to 
refer customers in your territory 
to your store. 

Write now for complete details 
about the famous WOOD’S brand. 
Simply write your jobber, or direct- 
ly to us. THE WOOD SHOVEL AND 
TOOL COMPANY, PIQUA, OHIO. 


THEMSELVES 


“Moly” — “Big Fist’? — “Wood” 
“Stuart” — “‘Piqua’’ — “‘Eureka”’ 
“‘Closed-Back’’—‘“‘Tapered Socket”’ 
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CONGRESS-— 


Business welcomes the adjourn- 
ment of Congress with a thankful- 
ness that transcends the joy of 
Congressmen returning to their 
homes. The session recently closed 
extended for seven months and 
sixteen days and might well be 
recorded as a shining example of 
a “do nothing” session. It was 
the seventy - fifth Congress and 
passed approximately six major 
laws: (1) coal act, (2) tax “loop- 
holes” law, (3) resale price con- 
trol law, (4) low court procedures 
law, (5) housing experiments law, 
(6) farm tenancy law. Contrast 
this record of major laws passed 
since January with the record of 
the two previous New Deal ses- 
sions. The seventy-fourth Con- 
gress passed nineteen major laws 
and the seventy-third Congress 
passed 27 major statutes. Among 
these 46 major laws of the two 
previous sessions are several mea- 
sures outlawed by the Supreme 
Court. It should be remembered 
that all three sessions were over- 
whelmingly in the same political 
party as the Administration and 
that the pressure from the White 
House has definitely increased 
since 1933. Therefore, the lack of 
progress in the recent session, de- 
spite Presidential urging, must be 
construed as a hopeful sign. It 
suggests that there are still some 
good Americans in Congress who 
continue to believe in our basic 
form of government and who can- 
not be high - pressured into any 
program that smacks of one-man 
dictatorship. 


NEXT CONGRESS-— 


The President makes it quite 
clear that his fight to pack the 
Supreme Court continues a live 
issue. He intends to pursue this 
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Just Among 
Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


goal with all of his zeal and elo- 
quence — and he has plenty of 
both. His earlier plans in this di- 
rection were defeated by a flood 
of protests from voting, taxpaying 
citizens who told their Congress- 
men just where they stood. All 
this happened despite a well or- 
ganized campaign in favor of the 
court program. The next Con- 
gress will face a repetition of this 
program with a greater offensive 
campaign. This will probably 
start at an early date in the hope 
that it may gain momentum be- 
fore Congress meets again. There- 
fore, it is incumbent upon busi- 
ness men generally to prepare now 
for individual and collective pro- 
test against any new court packing 
scheme. It will take an even more 
militant and articulate protest this 
time. Be prepared for it. 


CHICAGO 
CONVENTION— 


Next month leading hardware 
manufacturers and _ wholesalers 
meet at Chicago. Positive, con- 
certed action of the two respective 
associations should condemn any 
court packing project and should 
do so in no uncertain terms. Such 
action should be well publicized 
throughout this industry that all 





hardware men may be inspired to 
actively fight such a program. The 
court packing program has been 
well defeated on two memorable 
occasions this year. The next and 
third fight needs a bigger and bet- 
ter attack. The earlier and more 
organized the opposition the more 
successful the result. 


TYDINGS BILL-— 


As reported, in detail, in our 
last issue (Aug. 26, 1937), the 
President signed the Miller-Tyd- 
ings Bill but did so reluctantly. 
It was pushed through as a 
“rider” on a District of Columbia 
tax measure which-the President 
could not very well veto. This 
measure gives federal, or national, 
approval to the fair trade laws 
existing in 42 states. It does not 
force any fair trade agreements on 
the six states without price main- 
tenance laws. But in 42 states it 
legalizes resale price control. Re- 
member it is permissive and not 
mandatory that such control be 
exercised. As might be expected 
the drug field has led the way in 
taking advantage of fair trade 
laws. A few scattered lines sold 
through hardware channels are be- 
ing regulated under this new legal 
opportunity, but it is hoped that 
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ELECTRIC CRANKING ... WASHING ... BATTERY CHARGING 


Again — Briggs & Stratton Leads with the 
Gasoline Farm Washer's Greatest Improvement 


| Mess). Soe Leading makes of gasoline driven farm washers are now equipped 
| errs Sipe. with the new Briggs & Stratton Start-Charger Washer Motor. 





These new Start-Charger models are self-starting like a modern 

automobile and.are just as easy to operate as any electric washer 

in a Hi-Line home. Better still, the owner can charge his radio 

ie and other storage batteries — even while the machine is doing 

| 3 TH the washing. Think how convenient and practical this is — and 

| . = think of the widespread and intense interest every farmer off 

| Via ___ the Hi-Line will show when he reads of the new Start-Charger 
Washer Motor in State and National farm papers. 








Be the first in your community with the new Start-Charger 
Washers. If you haven't already stocked these models, get 
in touch with your washer manufacturer immediately. 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U.S. A. 


[BRIGGS&STRATTIONY 





























or Ste) SET 
MOTORS 


" 
Most of your rural customers will not have 





Hi-Line service for many years. Why pass 


up this business when you can make plen 





ty of sales now on Start-Charger gasoline 
washers. Each month, in State or National 
farm papers, Briggs & Stratton are telling 


to see you for a demonstration. 
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more may follow. It is too early 
to be conclusive about the prob- 
able results of the Tydings Law’s 
effect. Basically it appears sound 
and gives independent distributors 
and their sources of supply a le- 
gitimate way to regulate retail 
selling prices on trade - marked 
goods. The next several months 
will tell the story. 


A TREND- 


There may be “bugs” in the law 
as there are in the Patman Law. 
If so these can be studied and cor- 
rected by amendment procedure 
in the next session of Congress. 
The trend in this country is def- 
initely toward legislative contro! 
of competitive factors. If proper 
laws are passed, and intelligently 
enforced, improvements may be 
anticipated in the competitive 
situation which independents have 
been facing. The spirit of volun- 
tary fair-play would have been 
better but it did not exist. NRA 
experiences taught us that with a 
finality that was startling. And 
so we have legislative develop- 
ments that seek to take cut-throat 
methods out of distribution. Let 
us be patient with such. move- 
ments realizing that all this is very 
new in this country. 


OPPOSITION- 


As expected, chain stores, the 
mail order houses and the big city 
large department stores are fight- 
ing the various state fair trade 
laws and the Tydings-Miller Law. 
They are appealing to the “dear 
public” to boycott trade - marked 
goods of long reputable standing 
in favor of their own branded 
goods at less price. They are 
claiming equal quality, quantity 
and workmanship in an elaborate 
way—too elaborate for their own 
good. The public has no desire 
to analyze legislative battles be- 
tween types of distributors—nei- 
ther the desire nor the time and 
generally speaking not the slight- 
est understanding of the issues in- 
volved. The public wants good 
values backed by reputable mak- 
ers, sold through reputable sellers. 
If chains, mail order houses, and 
department stores are forced, 


SEPTEMBER 9, 1937 


through fair-trade laws, to use 
only their own brands in their 
price-baiting policies a great good 
may be accomplished, by such 
measures. There will always be 
cheaper goods. There likewise 
must always be competitive grade 
goods for there is undeniably a 
price market in all centers. But 
it has not been a problem of 
cheaper goods against better 
goods that has worried hardware 
men. The problem has been the 
sale of identical merchandise, with 
the same well-known trade mark 
at lower retail prices than hard- 
ware men could meet. That they 
were largely “loss leaders” or bait 
did not change the situation. This 
situation can now be controlled in 
42 states if producers and distrib- 
utors are so disposed. 


NATIONAL HARDWARE 
WEEK- 

The indefatigable Joe Guilfoyle, 
Southern California’s secretary, 
offers a complete operating plan 
for promoting “National Hard- 
ware Week.” He has not forgotten 
a single point and has set it all 
down for the consideration of the 
hardware industry. The need for 
making retail hardware stores 
more important in the shopping 
and buying habits of consumers 
dominated several sessions of the 
recent N.R.H.A. Los Angeles Con- 
gress. The association by resolu- 
tion was urged to take on this task 
in a big advertising and promo- 
tion program designed to popular- 
ize the American hardware stores 
in the minds of the consuming 
public. Several speakers expressed 
the view that too many hardware 
stores had only casual status with 
consumers instead of being con- 
sidered the likely, logical first 
point of call for hardware and 
related needs. And so Joe outlines 
National Hardware Week. The de- 
tails, as he offers them, are given 
in complete form in this issue. It 
may look like a too ambitious 
program in the minds of some 
readers, but remember that “noth- 
ing ventured, nothing gained.” 
The hardware business sorely 
needs some ambitious programs. 
If this plan progresses it can only 


produce results through wide- 
spread individual effort that fully 
develops in each store the benefits 
of a collective promotion. There 
isn’t any form of promotion that 
automatically brings success to an 
industry. There is never a substi- 
tute for aggressive efforts to make 
business better and more profit- 
able. 


HARDWARE AGE 
SPECIAL-— 

There will be a special Harp- 
WARE AGE-sponsored train to the 
Chicago Convention next month. 
The increasing success of the 
HARDWARE AGE SPECIALS to 
the last three Atlantic City conven- 
tions inspired wholesalers and 
manufacturers to ask us to “do it 
again.” The HARDWARE AGE 
SPECIAL will arrive in Chi- 
cago, Sunday, October 17, 1937. 
From Boston, Hartford, New Lon- 
don, New Haven, Bridgeport, 
Stamford, New York City, Phila- 
delphia, etc., there will be special 
through cars via Pennsylvania 
Railroad. The main departure will 
be early Saturday afternoon, Oc- 
tober 16, 1937, from Pennsylvania 
Station, New York City, to which 
point special through New Eng- 
land cars will join the main train. 
Thoroughly modern Pullman, din- 
ing car service, club car lounge 
and every other up-to-date rail- 
road comfort facility have been ar- 
ranged. A full range of Pullman 
equipment — bedrooms, lowers, 
compartments and drawing rooms 
—are available from all eastern 
points. All eastern departures are 
on the Saturday at reasonable 
hours. This brings the delegates to 
Chicago a full day ahead of the 
formal opening of the convention. 
All fares from New England points 
to Chicago via New York City on 
this special train are the same (for 
both railroad and Pullman) as on 
any other railroad—there is no 
extra cost—just ample extra fun 
and opportunity for a pre-conven- 
tion meeting among wholesalers 
and manufacturers, Special menus 
are also planned. For full de- 
tails of the schedule of the 1937 
HARDWARE AGE SPECIAL to 
the Chicago Convention see 
page 60. Plan to join us. 
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TAKING THE MYSTERY OUT 





By ADON H. BROWNELL 


Chapter 10 of the Elementary Division—Selling the Finish Hardware 


ered the position of the archi- 

tect and the contractor. You 
saw the possibilities in every job 
for larger sales opportunities than 
even the finish hardware contract. 
As was pointed out to you, the 
builders’ hardware man who se- 
cures the finish hardware contract 
is on the “inside track” for the 
remainder of the business. 

Finish hardware is so named 
because it is part of the finishing 
trim of the house. With the ex- 
ception of the butts, it should not 
be applied until the painting is 
completed. Many a fine job of 


[ the last chapter you consid- 


finish hardware has been spoiled 
by a painter and his brush. The 
hardware should be fitted, then 
removed until the painting is com- 
pleted. See to it that it is done 
that way on all your jobs. 

On residence work particularly 
the owner makes a selection of the 
hardware wanted. Always try to 
get the owner interested whenever 
possible—he is buying the hard- 
ware for his own home and is 
vitally interested. Where there is 
an architect, he should also view 
the selection to be sure it fits in 
with his scheme of design and 
finish for the building. 


A detail often overlooked is that 
of furnishing the electrician and 
those putting in other items of 
metal such as base plugs, light 
switches, etc., with a sample of the 
hardware finish so that all these 
items will match. Nothing jars my 
sense of harmony in a home so 
much as to see an antique copper 
light switch, a dull brass base plug 
and perhaps a dull bronze lock set. 
The architect and the owner will 
appreciate your checking up on 
this detail. 

With the owner and architect 
having an appointment to come in 
and select the hardware, you are 





Orders Are Pouring In for This Blueprint 


Published in Hardware Age. 
May 20th, 1937. As pages 
28A, 28B, 28C and 28D. 
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Copyright 1937 by HARDWARE AGE. 


The blueprint of the home, used 
as an example by Adon H. 
Brownell in his articles on Build- 
ers’ Hardware has proven to be 
a boon for many hardware deal- 
ers throughout the country and 
requests for additional copies 
continue to pour in on Hardware 
Age. 


A three-cent stamp to cover 
postage will bring you a copy. 
Send for it todayl 


HARDWARE AGE EDITORIAL DEPARTMENT 
239 West 39th Street, New York City 
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The modest house nears completion 


now faced with the problem of 
showing the samples for selection. 
As we are still thinking in terms 
of the modest home and modest 
stock, so we must consider the 
modest sample display. Conse- 
quently, we will not visualize a 
complete sample room. Perhaps 
we can get a small section of the 
office of the store where the owner 
and architect can sit down at a 
table and have the samples shown. 
This occasion doesn’t happen 
every hour, or every day for that 
matter. The table may be your 
desk but in any case it should be 
removed from the open store, the 
noise and confusion where your 
customers can make their selection 
without being disturbed. 

Of course, even in this modest 
store we are considering, you will 
have mounted on sample boards 
a complete display of every design 
and finish you stock. Manufactur- 
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ers make special price concessions 
for such samples and they help 
you tremendously to sell the goods 
as the customer gets a better idea 
as to how they look when mounted. 
It is well to have each type of 
lock mounted on a block so you 
can show how the locks operate, as 
well as the boards showing the dif- 
ferent designs and finishes. For 
example, have a complete line of 
lock sets in the broad bevel de- 
sign mounted on blocks, all locks 
operating as they will on the doors 
in the house where they are to be 
installed. 


Sample Boards 


On the other designs and all fin- 


ishes, even in the broad bevel de- 
sign, except the one finish shown 
on the blocks, use only sample 
boards. Select and always order 
uniform size boards so that as 
your business grows and you final- 


will be considered later on in our 
study, you can use these samples 
you have secured. 

Consult your friend the sales- 
man from whom you purchase 
your stock. Together you may de- 
cide it is wise to have some sam- 
ples of designs you do not stock. 
A small investment along this line 
may be a good thing to have. 

Now, with your customer seated 
at the table you are prepared to 
sell the finish hardware. Proceed 
exactly as outlined in chapters 
three to eight, inclusive. 

Try first to satisfy your custom- 
er with samples of the goods you 
stock. It is always best to sell 
stock goods. Service is better, 
changes are easier, the return 
goods problem is not as serious. 
It is better in every way and much 
more profitable. 

If you cannot satisfy the custom- 
ers with stock goods, then show 
the samples you have, but on 
which you carry no stock. Ex- 
plain that these goods must be ob- 
tained from the factory and, when 
you can, lead the customer by 
sound selling back to your stock 
goods. ; 

Now here’s a rule I have always 
followed in showing samples for 
selection. Never show any more 
samples than necessary. It merely 
confuses the customer. Satisfy him 
as quickly as you can with as few 
samples as possible and attend to 
the details of miscellaneous small 
items such as elbow catches, shelf 
rests, cellar hardware, etc., without 
even mentioning these matters to 
the customer. 

Do your building up of sales 
volume on the major items but do 
not delay the customer over un- 
important details. I do not mean 
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by this to rush the customer, be- 
come impatient or make any such 
mistakes. Have your customer 
completely sold that you are sin- 
cerely interested in his problem, 
but do not waste time where it is 
not necessary. 

After the selection is made and 
you know the quality, design and 
finish required, it will be neces- 
sary for you to take off the plans 
and specifications and submit a 
bid. Actually, in figuring a job 
you should list only the necessary 
information required to quote. Do 
not worry about detailing all the 
information. Just be sure you 
know all that is required and 
cover everything in your bid. 
Make your bid complete for the 
job, carefully omitting any items 
you may not have included. 

The following is a good form to 
use. We will suppose a selection 
has been made. 

“Dear Mr. Smith: 

“We are pleased to quote on 
furnishing all the finish hardware 
required to fully complete your 
residence according to plans and 
specifications dated . as 
per selection made at our store as 
follows: 


Butts for Exterior and Bath Room 
Doors Sheridized Before Plating. 

Three Butts to all exterior doors. 

Cylinder Cast Bronze Hdle set on 
Front Entrance Doors with Cylinder 
locks on Garage Doors. All cylinder 
locks keyed alike. 

All locks for Exterior Doors Brass 
Metal. 

All cupboard Window Hardware 
in Bath Room. Brass metal, except 
Butts. 

Using Bar Sash Lifts Metal Brass 
Knobs. 

Cast Cupboard Turns and Cast 
Coat and Hat Hooks. 

Finish in Bath — Nickel. 

Basement, Attic and Garage— 
Dead Black. 

Balance Dull Bronze in Design 
Colonial as selected. 

“Please note this bid does not 
include any rough hardware, stair 
rail brackets, hardware for cellar 
sash, medicine cabinet or package 
box. 

“Because of the market condi- 
tions this bid is for early accep- 
tance. Thanking you for the op- 
portunity to figure and hoping to 
be favored with your order. 

“Very truly yours,” 
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Altogether, too often the next 
step is that the customer comes in 
and wants a list of the hardware. 
He often says to check it. Ninety- 
nine times out of a hundred he 
wants to take it to someone else to 
get a price. 

Years ago I made it a rule never 
to give out such a list. Religiously 
maintaining that rule has brought 
me far more business than it lost 
me. Having gone all over the 
work, assumed responsibility for 
quantities, stated in your bid just 
what quality is figured, why should 
you spend all your time and in 
addition give your work over to a 
competitor who then does not have 
to do any work but figure the list 
you have prepared? Long ago I 
stopped handing over my work 
for my competitor to cash in on. 
Many may not agree with my 


recommendation but I am strong- 
ly convinced it is the thing to do. 
Done tactfully, you will save many 
a job you might otherwise lose. 

After the bid has been in your 
customers’ hands a day or two, fol- 
low it up and try to close the sale. 
Point out the little niceties you 
have figured. Keep him sold and 
come home with the order. Don’t 
let the old cry—“your price is too 
high”—scare you out. Stress the 
day in and day out importance of 
buying good hardware. Point out 
how little, in the total cost of the 
building, it would mean if your 
price were double. 

Sell that job by keeping right 
after the customer until he says 
“Yes.” 

Next chapter—Scheduling— 
Marking—Servicing the Finish 
Hardware. 
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Ancient Lock 
Preserved with Lead 


The lock shown here was made for the dungeon of 
a castle in Dauphiné, France, 1750. To protect it 
against rust and the corrosive action of sulphur, 
abundant in the soil of that district, the lock was 
dipped in acid and then coated with a thin film of 
lead. The lock is now in the possession of a New 
York locksmith, John Gaston Carlé, whose grand- 
father was called to the castle in 1870 to change the 
entire locking system. None of the lead-treated locks 
showed any corrosion or rust. 

The Carlés have been locksmiths for four genera- 
tions. John Carlé’s father is now operating a lock- 
smith shop in Paris, France. Other historic locks and 
keys in Mr. Carlé’s collection will be featured in later 
issues of HARDWARE AGE. 


This cut courtesy of 
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FROM A GREENSBURG, IND. FARM , 
AMBITIOUS THIEVES TOOK 80 RODS OF 
FENCE, SEVERAL SPOOLS OF BARBED 

WIRE, A SPADE, A POSTHOLE DIGGER 
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A SHOVEL IN USE 
FOR 65 NEARS 1S 
OWNED BY THE 
G.KNOLL FAMILY OF 
ST. LOUIS, MO. 
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LOCKS WERE USED ON DISHES 
IN MEDIEVAL TIMES / 
PROMINENT AAEM HAD THEIR 
FOOD DISHES LOCKED To 
GUARD AGAINST THE 
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Selling 
Boosts 
Major 
Lines 





GEORGE S. McQUADE 


Survey Your Potential 
Market and Turn the 


; UBSTANTIAL sales increases 
see =e S in the retail hardware busi- 


ness come from sales of the 
major items brought about by 
specialty selling. Such sales are 
By seldom accidental. They are made 


only after the desire and need 
GEORGE S. McQUADE have been firmly established iin the 


Sales Manager minds of possible customers. They 
Marshall-Wells Co. require greater effort in prepara- 








Each dot on the master map 
of Aitkin, Minn., represents a 
farm. Each card kept in the 
prospect file has the same 
number as the farm shown on 
the map. To find the name of 
the farmer and all information 
regarding the merchandise he 
needs on Farm I, turn to the 
prospect file and find pros- 
pect card No. 1. 

Enlarged section of master 
map shows how colored pins 
designate prospects. Each 
pin shown represents a pros- 
pect. A red pin means a radio 
prospect; blue, ranges, etc. 


tion and actual operation and 
also a better knowledge of sales 
potentialities. 

The first move in successful 
specialty selling is to locate hid- 
den sales possibilities in a store’s 
trading area. In every community 
there is a market for thousands of 
hardware sales waiting to be un- 
covered and developed. 
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One fairly accurate method of 


‘arriving at the potential market 


is to take the population of the 
town in which you are located, 
multiply it by two and so obtain 
the population of the trading 
area. This means that a town of 
1000 has a trading area of 2000 
people and considering the aver- 
age hardware line carried by deal- 
ers, a conservative estimate vol- 
ume of these lines is at least 
$30.00 per capita. 

Thus a minimum of $60,000 
actual hardware business annual- 
ly may be expected from this 
community. This potential sum in- 
cludes all hard lines such as or- 
dinary shelf hardware plus such 
major lines as circulating heaters, 
washers, ranges, refrigerators, etc. 
If a store in this community is 
doing $25,000 annually, it is read- 
ily apparent that by properly di- 
rected efforts, planning, and find- 
ing new sales opportunities, the 
volume can be greatly increased. 

By dividing total sales possi- 
bilities into major lines, we can 
quickly estimate the possibilities 
in the average community. Go- 
ing back to the town of 2000 
trading area, we can estimate 500 
families in that area. Considering 
the replacement market only, it 
can safely be assumed that 500 
families will require an average 
of 50 washing machines each 
year. Yet if 10 machines were 
sold this past year, 15 sales for 
this year would be regarded as out- 
standing. But it is apparent that 
there are still big sales oppor- 
tunities even though there may be 
one or more competitors in addi- 
tion to the catalog houses. 


The average life of a range is 
between 10 and 15 years. A 
Home-Comfort direct canvass sales 
crew has often gone into a com- 
munity served by a town of only 
1000 and proven that a carload of 
30 to 40 ranges could be sold 
quickly. (Note: Home-Comfort 
Ranges are sold direct by the fac- 
tory.) 

Wood and coal circulators have 
an average life of between 10 and 
15 years. It is fair to assume that 
in a community of 500 families, 
between 35 and 50 can be sold. 

Since the average life of a radio 
does not exceed five years, it can 
also be assumed that in the same 
trading area there is a market for 
at least 100 radios a year. Many 
dealers in communities of this 
size have proven that this is true 
by selling as many as 50 to 60 in 
their stores. 

These estimates of sales possi- 
bilities in any given territory 
should be the basis for sales plan- 
ning. Major appliance merchan- 
dise does not sell itself so definite 
prospects must be located and a 
real selling plan evolved. 

A store must have an adequate 
and attractive mass display of 
major items. This is essential to 
success, for any customer wants a 
selection. No one would patronize 
a store where they had only one 
size suit of clothes. No woman 
would buy from a store that had 
only one style of hat on display. 
This is equally true in the selec- 
tion of a refrigerator. 

A store must have its leaders 
and its deluxe line in the best sell- 
ing sizes. A choice in prices and 
styles of ranges must be offered. 


This gives the prospect an oppor- 
tunity to make a selection and it 
gives you the opportunity to cover 
the talking points of the various 
articles—to offer price and sell 
quality. 

This visual comparison pro- 
vides an opportunity of proving 
your ability to meet competitive 
prices. Low end values prove this. 
Then sell your customer real sat- 
isfaction by showing him how 
much additional value he can ob- 
tain by paying a little more 
month by month. 

Confidence is a real factor in 
selling the larger lines. If you 
are afraid to buy, your customer 
will be also. The larger and more 
complete your display, the more 
you impress your own confidence 
on your customer and the easier 
it is to sell him. 

Every person who enters a store 
is a favorable prospect for other 
merchandise. His presence indi- 
cates a willingness to buy. Show 
your appreciation by a friendly 
interest in his other needs. 

Perhaps one of the oldest and 
best methods of securing pros- 
pects is through the so-called 
“endless chain method.” A week 
or 10 days after the sale, a ser- 
vice call should be made and the 
names of friends and _ relatives, 
who need similar merchandise 
should be secured. Periodic calls 
will keep friendly interests alive 
and the customer will soon be- 
come an_ effective advertising 
agency. 

But the most systematic and 
thorough method of obtaining 
prospects for major lines, as well 
as new customers for the store, is 


Front and back of card from the prospect file. These cards contain all possible data on 
the prospect and clearly indicate his standing as a prospect for all new merchandise. 
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a (Front) Farm At (Back) 
i yaut Edward Johnson 
5 Year B ht Age Prospect 
a appress _Aitkin, Minn. R.F,D. 1 DATE Mar. 1, 1937 Make seer 
ie ae PAIN? Catalog 1925 11 ye Yes-House- 
so i} 
OWED (x) 1 ail. South ere 
ACRES FARMED RENTED( ) FARM LOCATED Aitkin RAUGE Kalamazoo 1927 9 yrs Might trade 
ABSENTEE OWNER _ADDRESS OIL - GAS ZTOVE Boss 1935 2 yrs Bo 
PARLOR HEATER " Coles 
TRADES At Ajtkin FAMILY 3 Childredn = —  Raaher 
FURBACE " B 
ELECTRICITY Wo Cas No CREDIT RATING Good wen 2 ee 
WASHING MACHINE Hand Power 1024 13 yrs Zenith Wash 
vi REFRIGERATOR W No electri- 
Mr. Johnson is pleased with our service so far. A Washer bis Y ike an 
RaDIO Atwater-Kent 1929 7? ~ 
and Radio Demonstration should be arranged soon. Contact is da erry 
om Coleman Heater August 1st. CREAM SEPARATOR Eveready 1936 lyr. Wo 
GRAIN_ Some rock Yes pouLtry Tes DAIRY___ Yes 
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by making a trade survey. it is 
generally agreed that approxi- 
mately 20 per cent of the total 
number of customers are lost an- 
nually either because of moving 
out of the community, death or 
because of dissatisfaction. A trade 
survey helps to get new custom- 
ers to offset those lost. It will 
provide information as to the 
wants and needs of the community 
for both immediate and future re- 
quirements. And a serious study 
of potential prospects tends to 
make a merchant sales minded 
and eliminates the haphazard con- 
sumer contacts. 

A survey begins with the study 
of what your prospects need and 
ends only with the sale of mer- 
chandise to fill those needs. De- 
termine the natural limits of your 
trade area. How far can you 
serve to equal advantage with 
competing towns? Mail routes 
leading from your town should 
be investigated. 

Maps provide an easy yet in- 
expensive method for visualizing 
your trade area or possibilities. 
They can be purchased from any 
local stationery store. Maps for 
survey work are obtainable from 
the post office at 50 cents each. A 
money order should be sent the 
Disbursing Clerk, Post Office De- 
partment, Washington, D. C., ask- 
ing for a local center map of 
vour county. 

The best way of collecting the 
sales data is by a personal visit. 
No other method is as generally 
satisfactory. The _ investigator 
should be assigned a definite 
route for each day’s work. In 
this manner the entire trading 
area will be covered systematical- 
ly. From five to 10 local calls in 
the country should be made in a 
day and from 15 to 20 in the 
town. 

There is no need to apologize 
for your questioning for you are 
only trying to learn what your 
prospects are buying and what 
their requirements are so that you 
can improve your service. This 
method will enable you to get on 
common ground with your pros- 
pect more quickly. You show him 
that you have an interest in his 
welfare and in his problems and 
when he is in the market for hard- 


46 


ware, it is only natural to assume 
that he will go to your store. 

All the information you can 
obtain should be recorded as 
quickly as possible. It is not de- 
sirable to make these notes in the 
presence of the prospect. How- 
ever, they should be recorded be- 
fore the next call is made. 

Field cards, 4 by 6 inches, for 
recording the information should 
be used. If someone other than 
the proprietor has made the calls, 
then the proprietor himself should 
go over each card with the investi- 
gator to make sure that the in- 
formation is complete. For filing 
alphabetically, a set of A-B-C 
guides and a small filing cabinet 
make the equipment complete. 
This list must always be kept 
up-to-date and must be active and 
followed up promptly. 


Trained Salesmen 


In selling these appliance lines, 
usually 60 per cent of the sales 
must be closed in the home. 
Therefore an effective outside fol- 
low-up campaign requires well 
trained salesmen. Your own per- 
sonal help and instruction is prob- 
ably the best way for, without this 
aid, it is asking a great deal of a 
young and inexperienced sales- 
man to expect him to go out and 
actually close the sale. Take the 
time to show him how it is done 
and explain the methods you have 
used in the past. 

Store meetings are an excellent 


means of giving your sales force 
a thorough course in selling ma- 
jor lines. This will create genuine 
interest and enthusiasm for the 
line. They should be held in the 
evening after store hours so that 
the entire attention of your or- 
ganization can be given to learn- 
ing the sales features of any new 
line or new models that are to 
be sold. 

Compensation for the sales of 
these major appliance items 
should be liberal. Outside selling 
requires a high degree of initia- 
tive, knowledge, and enthusiasm 
and a dealer must be willing to 
pay for these. 

It should be clear to all that 
in order to get a just share of the 
available business in a trading 
area, it is necessary to have first 
a well thought-out plan with a 
constant follow-up. To accom- 
plish this, we must raise our 
sights; have confidence in our- 
selves and the merchandise we 
stock. We must not be like the 
landlord who had a house for 
rent and whose ad read: “House 
for rent—$50 per month or at 
the very least, $40.00.” 

Special Note: Suitable maps 
can often be obtained from the 
local stationery store or county 
maps for survey work can be ob- 
tained by sending money order 
for 50 cents to the Disbursing 
Clerk, Post Office Department, 
Washington, D. C. 


” * Taken from an address by Mr. 
McQuade at the Marshall-Wel's Asso- 
ciates Congress, January, 1937. 





“To The Man Behind The Counter” 
Offered For Retail Salesmen by Stanley 


O assist retail hardware store 

salesmen in selling the correct 
hardware for all parts of a modern- 
day home, The Stanley Works, New 
Britain, Conn., has issued an at- 
tractively printed booklet, “To The 
Man Behind The Counter.” Written 
in conversational style, the booklet 
takes its readers on a tour of a 
brand new house, personally con- 
ducted by R. W. (“Rod”) Chamber- 
lain, assistant general sales man- 
ager, The Stanley Works. 

This interesting booklet, which 
will take less than ten minutes to 
read, will be enjoyable and worth- 
while reading for the hardware 
salesman. With its numerous illus- 





trations it is intended to help 
salesmen in suggesting the correct 
hardware on future jobs. Butts, 
hinges, sash pulleys, latches, closet 
hardware, screen and storm sash 
hardware, all types of garage hard- 
ware and even the little sash lifts 
are all illustrated showing their use 
in an actual house. 

Typical of the interesting, easily 
understood comments in the booklet 
is a part suggesting selling people 
three butts to a door. “Rod” Cham- 
berlain says, to his readers, “You 
know as well as I do that anything 
made of wood has a tendency to 
warp. There’s nothing to keep a 

(Continued on page 109) 
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The Simon Store’s Modernistic 125-foot frontage on Broadway in Oakland, Cal. Store occupies 15,625 square feet 


Every Department 





JAKE SIMON 


VERY department is a sepa- 
EH rate store at the B. Simon 
Hardware Co., Oakland, 

Cal. 

Realizing that the average hur- 
ried customer of today prefers to 
buy any class of merchandise in a 
specialized establishment, this 
company, during relocation and 
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square foot 


in Itself 


The B. Simon Hardware Co. 
of Oakland, California, 
Has Consolidated Six 
Stores Under One Roof 
With Individualized Street 
Locations for Each and 
Every One 


expansion, built six separate 
stores within one, each having in- 
dividualized street location. 

Each store is in reality a sepa- 
rate unit because of stock classifi- 
cation. Each is separated from the 
others by walls with different, 
distinctive treatment. Midway 
down the store, at right angles to 
the aisles of the store a wide aisle 
connects all stores. This arrange- 


a Store 





LOU SIMON 


ment has several distinct features. 
The total width of the six stores 
is 125 feet, but this inter-store con- 
necting traffic aisle actually cuts 
the distance to about 80 feet—the 
distance across the four inner 
stores. It opens up 12 separate 
display units, even better than 
street windows, because the mer- 


47 





‘ 


= = a a Nn 























A typical Simon window. Mass display is utilized but 


Visibility and invitation are combined in this model 


tools are grouped according to proper classification. household and kitchen department which hides nothing. 


chandise is viewed and inspected, 
even demonstrated at close range. 
The connecting aisle, while in a 
measure preserving the old tradi- 
tion of hardware merchandising 
and in no manner affecting the 
individuality of the separate 
stores, ties them into a department 
hardware store, increasing trade 
by inviting forward stock mer- 
chandising. 

This unusual store is the de- 
velopment of an ideal. After 35 
years of observing customer reac- 
tion to various methods of han- 
dling stock from every angle and 
to different lines and grades, the 
owners evolved the stores idea. 
They were designed to merchan- 
dise certain broad lines of hard- 
ware in specific location. Origin- 
ated as a builders’ hardware sup- 


Mechanics’ tools are grouped and each classification car- 
ries all worth while items, each within easy view. 


ply store, the management so on 
added mechanics’ tools as an im- 
portant department. Then follow- 
ed paints, household and kitchen 
goods, fishing, hunting and ma- 
tine items, and power tools. 
The location was selected for 
several reasons. Six stores in a 
high-rent section where a shop- 
ping element would interfere with 
the orderly purchasing of custom- 
ers attracted to specialized stores 
was not the logical location. Dis- 
play space was considered too ex- 
pensive because the average per- 
son in the high-traffic district is 
not necessarily a patron of such 
stores. However, the location had 
to be near enough to the shopping 
center to be convenient to regular 
patrons. Next consideration was 
automobile traffic. The stores must 





be easily accessible but where the 
busy buyer of a single tool or the 
contractor with a long specifica- 
tion list could readily find parking 
space not affected by time limita- 
tions, jams and other traffic prob- 
lems. 

Because the stores are so thor- 
oughly specialized they attract a 
definite trade from a buying 
rather than a shopping element. 
The unit cost of buying, stocking, 
displaying, handling, demonstrat- 
ing and selling has been material- 
ly reduced. The loss, if any, due 
to absence of the drop-in type of 
shopper is more than balanced by 
overhead savings, shorter time re- 
quirements for selling to custom- 
ers who come for definite articles, 
and lower clerk cost. Fewer clerks 
are required, but like the depart- 


Distinction is given every item in the sporting goods 
department. Each article has ample space for display. 
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ments, they, too, know specialized 


’ selling. 


There are more than 60,000 dif- 
ferent items displayed, singly, in 
pairs, sets or combinations. But 
because there are six separate 
stores with 10 display windows, 
18 walls and 12 additional display 
spaces along the connecting aisle, 
in addition to floor cases and 
tables, there is neither crowding 
nor confusion. There is no be- 
wildering maze of aisles, no count- 
ers piled high with merchandise 
either more appealing or obstruct- 
ing the view of the next one, no 
unsightly, space - occupying sup- 
porting pillars and there is, in- 
cidentally, little opportunity for 
shoplifting. A clerk from one 
store may easily be shifted to a 
rush in another store. Centralized 
headquarters are recognized in a 
desk facing the more central en- 
trance. Here managers and gen- 
eral utility clerks may be located 
if wanted, as at least one man 
maintains a post here. 

The central passageway solved 
the problem for the store that 
could not carry all the items with- 
in its classification. An illustra- 
tion is seen in household and 
kitchen hardware. Located next 
to the paint store, one of the sec- 
tions nearest was utilized for the 
overflow. Various lines for which 
there would be no necessity for an 
entire store are grouped in the 
store carrying the next nearest re- 
lated item. Garden tools find space 
in the household store. This plan 


Hinges, brackets, locks—the usually hard to find items— 
reflect highly finished surfaces from black panels. 
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prevails throughout the entire 


block. 
Each Store Individualized 


Each store is fitted to the mer- 
chandise carried. Household ar- 
ticles are displayed from conven- 
tional shelves and tables. Paints 
are similarly treated. Builders’ 
supplies with buffed and gleam- 
ing finish are displayed from 
dull black wall panels — the 
doors to the _ stock-containing 
shelves behind them. Art items in 
metal, antique finish articles are 
surface mounted on large white 
panels which may be shown either 
from the floor or windows. 

Contrasted with this store are 
the walls and cases of the store 
for mechanics’ fine tools and pre- 
cision instruments. Various ex- 
periments decided that a color best 
described as old rose would best 
accentuate the tools. The preci- 
sion instruments are given a royal 
setting in cases with backgrounds 
of wine red velvet. 

In the paint store, shelf and 
mass display is the scheme, but 
not without certain definiteness. 
Departmentization and sub-depart- 
mentization prevails for paints, 
varnishes, etc. Above deck space 
is provided for panels showing 
actual application of paints and 
the numbers they are known by on 
the containers. 

Power tools occupy an _ out- 
standing store because of wide 
range, each machine being dis- 
played from an adaptation of shop 
benches, the accessories and ex- 
tras for each tool being displayed 


from a nearby wall space. The ar- 
rangement is such that the acces- 
sories are grouped with relation 
to their application as well as the 
corresponding machine. Only de- 
vices of proven worth are sold. 
Gadgets and the usual run of “in- 
ventions” often placed on the 
market to sell are not stocked. This 
policy prevails throughout all 
stores, accounting for the remark- 
ably high class of merchandise. All 
familiar names of manufacturers 
of standard tools, instruments and 
other merchandise are represented. 

The store for fishing tackle and 
hunting goods is the typical 
sportsman’s paradise. Distinction 
is accorded each item. Reels, as 
an illustration, are given ample 
space to individualize them. More 
than 300 fishing rods of different 
kinds are visible at a single glance, 
yet the arrangement is such that 
the inexpensive rod for the boy or 
the heavy one for the deep sea 
enthusiast are easily accessible. 
Lines, reels, leaders and small 
items are carried in the only glass 
floor cases in the stores. 

A large basement houses rough 
hardware items, nails and stock. 
This department is accessible to 
customers, really adding the sev- 
enth individual store. 


Window Displays Unique 


Each store features its line, but 
different plans are employed. Two 
entrances provide four additional 
island windows. Four additional 
spaces are created by the en- 

(Continued on page 111) 


Power and edged tools shown in modern fashion with 
power tools featured in practical shop bench display. 
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Merchandise handled by the company is displayed on shelving outside 
the house. It represents something new in hardware display methods. 
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Something unusual in the way of a 

hardware store—the brick house 

that houses the Seabott Hardware 

Company in the Builders’ Mart. 
Los Angeles. 


The Seabott Hardware 
Company, Los Angeles, 
Reached the Heights 
Six Months After It 
Started in Business 
and an Unusual Idea 
Was Responsible for 
Its Unusual Success 


By J. EDW. TUFFT 


HE Seabott Hardware Com- 

i pany, headed by Frank L. 

Seabott, dealing almost en- 
tirely in finish and builders’ hard- 
ware, is a decidedly different kind 
of a hardware store in a different 
kind of location. 

It occupies a little brick house 
inside the Builders’ Mart at 169 
N. La Brea Avenue, Los Angeles, 
Cal., and has all of its displays 
on shelving on the outside of the 
house! The store started at 
scratch and now after six months 
in business is one of the busiest 
nooks anyone would care to see. 
From scratch to volume in six 
months tells the story. 

The shelving for outside dis- 
plays was built with considerable 
thought, the idea being to get 
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‘away from cold, straight, formal 


lines and yet not have it so elabo- 
rate and fine that it would com- 
pete with the merchandise. “We 
did not want the lay-out to look 
like just another hardware display 
and on the other hand we did not 
want a visitor in the mart merely 
to exclaim, ‘How beautiful !’— 
glimpsing the display as a whole! 
We have, I think, hit the happy 
medium. We have built the 
shelves in curving lines here and 
there, and I know we get the eye 
without obscuring the merchan- 
dise,” says Mr. Seabott. 

Another feature which Mr. Sea- 
bott regards as extremely valuable 
is a comparatively sound-proof 
inner room where he closes his 
sales. When seated at a table in 
this room with the doors closed it 
does not matter how much ham- 
mering, truck back-firing, etc., is 
going on, there is no disturbance. 
The quiet room is given plenty 
of credit by Mr. Seabott as a 
business _ builder. 

“One thing at a time and avoid 
confusion” is a slogan with Mr. 
Seabott and he has built the cup- 
boards in his inner sound-proof 
room with this thought in mind. 
Each cupboard section, with slid- 


ing door, gives space for one type 
or period of finish hardware. 
Only one is shown at a time. Mr. 
Seabott states that the average 
sale takes less than one-third of 
the time to close that it took be- 
fore the room was completed in 
its present fashion. 

In order further to prevent dis- 
turbance, a vocal telephone sys- 
tem has been installed. Mr. Sea- 
bott can call the “outside” with- 
out having to swing open the door 
and let in a volume of disturbing 
noises. And an “outsider” can 
call him without opening the 
door. Selling finish hardware with 
him is a profession, not a mere 
trade or business and he does not 
care to be disturbed when pro- 
fessionally engaged. 

A general method of coopera- 
tion with the other business and 
professional firms in the Mart 
has been worked out. Mr. Sea- 
bott’s business cards and all of his 
printed stationery carry the names 
of the other firms in the Mart, in- 
cluding architects, dealers in tile, 
in glass, in different types of 
flooring and interior finishes, etc. 
This plan has been effective and 
the neighbors are all more than 
glad to reciprocate. Consequently 
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The interior of the house where plans, specifications and hardware 
are discussed. To all intents and purposes an office—not a store. 
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there is a constant stream of pros- 
pects from the neighbors’ places 
of business. This rule, of course, 
works both ways. 

“The shelf displays, however, 
come first in making the contacts. 
Usually the first contact is the 
owner who, when contemplating 
building, comes to the Mart to 
look around at the various dis- 
plays,” says Mr. Seabott. 

“The average prospective home 
builder coming to the Mart is not 
at first hardware conscious—he is 





The inner sound-proof office where 
noise cannot enter. Note sliding 
door cupboards on the rear wall. 


conscious of everything else, how- 
ever! He is plumbing conscious, 
floor conscious, paint conscious, 
linoleum conscious, shingle con- 
scious, window conscious, but 
ordinarily he has given no thought 
to hardware. The first thing that 
long shelf display, with the 
choicest pieces at eye-level, does 
is to start the visitor on the way 
toward hardware consciousness. 

“A curiosity piece on one of 
those shelves has been found val- 
uable in arresting the attention 
of people and getting them to 
come inside the little brick house. 
A slide-away bracket has been a 
good piece. The average pros- 
pective home builder does not yet 
know what it is and is inclined 
to pick it up, work with it a 
while, and then come in to ask 
questions.” 

Mr. Seabott believes he has 
chosen his location well and 
states that he would not give it 
up for any regular street location 
in the Los Angeles area. 
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Specially designed display booth 
for the oil silk shower curtains. 





This eye-catching sign leads all 
prospects to the toy department. 








Model kitchen on the second floor— 
scene of cooking demonstrations. 





Store Alterations 


Janesville, Wis., Dealer Has 
Enjoyed Greater Feminine 
Patronage as the Result of 
a New Type of Arrangement 


OME time ago Malcolm 
S Douglas, owner of the 

Douglas Hardware Co., 
Janesville, Wis., began to wonder 
why more women didn’t come into 
his store to buy. A keen student 
of retail buying statistics, he knew 
that women buy approximately 75 
per cent of all goods sold at retail 
in America. He knew, too, that 
if his firm was to increase its busi- 
ness it must do something to get 
more women into the store. 

He made studies and observa- 
tions, visited a number of stores in 
other cities and came to the con- 
clusion that many women want to 
come into a hardware store, but 
don’t like to because they are reti- 
cent about entering an establish- 
ment where a lot of men are con- 


And this meets the eye when they get there. 


tinually hanging around, perhaps 
to overhear their conversation 
about buying household neces- 
sities. 

Therefore he decided to create 
in his store a place that would ap- 
peal to women customers, a place 
where they could come and shop 
in comfort, a place they would 
talk about and recommend to their 
friends. 

He began to look around for 
such quarters. On his second floor 
he found that most of the space 
was being used for storage. There- 
fore, he decided to make extensive 
alterations and make this a “ladies 
shop in a hardware store,” so to 
speak. 

He made many alterations dur- 
ing the course of the past year, 


Below at the 


left are seen dolls and small toys, at the right the wheel goods. 
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and many more are to come. To- 
day, however, women in this town 
of 23,000 people like to come to 
this store to buy. Sales of items 
purchased by women are increas- 
ing regularly, showing that Doug 
las has really tapped a new mar 
ket, or made it easier for that 
market to come to him. 

At present he has a fine model 
kitchen on the second floor. It is 
neatly and adequately outfitted, 
and women are invited regularly 
to come to witness demonstrations 
of baking and cooking in this 
kitchen. Women do come and 
they bring many of their friends 
with them. 

On this large, roomy floor, too. 
you will find a splendidly outfit 
ted bathroom shop. Here the 


Increase Irade for Douglas 


thrifty and fastidious housewife 
can find practically any bathroom 
necessity or fixture she seeks—all 
in a model bathroom which brings 
delight to any housekeeper’s heart. 

Another excellent feature is a 
baby shop in which such items as 
window seat hampers, baby scales, 
bassinettes, nursery seats and the 
like are shown. Mr. Douglas works 
on the theory that if he has the 
best equipped baby shop in the 
city mothers will come to his store 
to buy, and then gradually make 
other purchases on other lines 
from time to time. 

Adjoining these two shops is a 
specially designed display booth 
for oil silk shower curtains. The 
booth is lighted on the inside, and, 
inasmuch as the curtains are of 


various colors, the combination 
makes a very attractive showing. 
Mr. Douglas says that this booth 
has been very effective as a sales 
producer. Women like it and ex- 
claim over the beauty of the mate- 
rial thus displayed. They have an 
opportunity to see how these 
materials will look in their own 
homes, and they are induced to 
buy. 

The toy department of the store 
is also placed upstairs because it 
is the women who buy toys for 
children and this is where such a 
department belongs, states Mr. 
Douglas. Toy business, too, has 
increased greatly since more wo- 
men are coming to the store. 

At the present time, Mr. Doug- 


(Continued on page 109) 





General view of the Douglas Store in Janesville, Wis. 
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House Cleaning and School | 


Sender opens early in Sep- 


tember and the season for 

autumn house cleaning is 
only a step or two behind. The 
wide-awake hardware dealer 
should be in a position to realize 
worthwhile profits on each of 
these events, and he undoubtedly 
will if his window displays are in 
tune with the season. With this 
in mind, we are showing two ap- 
propriate windows in each of 
which the interchangeable Harp- 
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waRE AGE display fixtures have 
been used to advantage. 
The first window shows the 
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school display. Various articles 
used either for the classroom or 
for home study are shown grouped 
on the pedestal or on the nearby 
floor of the window. Stationery 
and similar items can be shown on 
the side panels of the display. 
The blackboards are to all intents 
and purposes the eye-catchers and 
the merchandise is readily seen 
once the eye has been attracted to 
the double message contained on 
the boards. The boards should be 


black while a warm cream shade 
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would be appropriate for side 
panels and base. 

Criticism might be made that 
this window comes a bit late for 
many school openings. The first 
few days of the new school, how- 
ever, are hectic ones for the 
youngster who frequently is not 
supplied with the proper supplies. 
Such a window would serve as a 
constant reminder of the things he 
is prone to forget. 

House cleaning is the second 
big hardware selling season of 








SEPTEMBER 9, 1937 








early autumn and the second dis- 
play is concerned entirely with 
that domestic tornado. Wringers, 


























LIKE. 


pails, brooms, mops and pans are 
shown upon the central pedestal 
in front of the panel. Paints, 
cleaning fluids and allied items 
are upon the side steps while in- 
cidental containers and_ brushes 
are on the floor in the foreground. 

A warm shade of cream would 
be a_ particularly appropriate 
color to use for these display fix- 
tures in view of the fact that the 
season is midway between sum- 
mer and autumn. 
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Fowler & Sellers, 
White Plains, N. Y., 
Offer Both Quality 


and Price Appeal 
P A display of china and glassware designed 
Lines and — to attract the passerby. It did just that. 











They ve Had Three Turnovers 
a Month in Chinaware 





of New York City and its chinaware sets. having a price appeal the attrac- 
large department stores, the Whether a customer is looking tive appearance of the merchan- 
chinaware and glassware section 
of the Fowler & Sellers hardware And here’s the department located on the 
department store in White Plains, second floor of Fowler & Sellers’ store. 


Act Now within easy access joyed on the company’s stock of at a quality item or a product 


N. Y., is not hurt by competition 
from city stores with their greater 
variety and more elaborate dis- 
plays. Good values offered in 
both quality and price lines and 
attractively displayed in the win- 
dows and on the first and second 
floors of the store keep these lines 
ever in the public eye. The ad- 
vent of more intensive competi- 
tion for the White Plains shop- 
pers’ dollars, from limited price 
establishments and branches of 
Fifth Avenue, New York, stores 
has helped keep shoppers in that 
community. That local consumers 





appreciate the offerings made by 
the Fowler & Sellers chinaware 
and glassware section is proven 
by the fact that as many as three 
turnovers a month have been en- 
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dise is always emphasized by the 
housewares department salespeo- 
ple. As to the tie-up between 
prices and quality in the sale of 
glassware, crystal ware and china- 
ware, Ernest Pope, manager of 
the housewares department says, 
“We cut no prices. As quality 
built up our business why should 
we go to work and spoil things. 
People know, when they come 
into our store, that they are going 
to get quality. By handling qual- 
ity merchandise we have the back- 
ing of the manufacturers and our 
customers know that they have 
the backing of our store. This 
policy keeps our customers well 
pleased and, with the steady 
growth of White Plains, people 
shop here more than they former- 


ly did.” 


Sell What People Want 


Offering people what they want 
to buy and refraining from stock- 
ing merchandise they do not like 
has been another factor in build- 
ing a nice volume in chinaware, 
glassware and allied merchandise. 
When White Plains folks showed 
a growing antagonism—some time 
ago— to foreign-made merchan- 
dise (from two nations in _par- 
ticular) more attention was given 
to stocking strictly American-made 
lines. Featuring American mer- 
chandise pleases the management 
and has brought dividends to the 
store in the form of good will and 
healthier sales volume. Because 
other stores have ideas and meth- 
ods of display which can be -used 
to the advantage of his depart- 
ment, Mr. Pope frequently visits 
New York City stores to see what 
they are featuring and how they 
are displaying merchandise so 
that he can adapt their ideas to 
the needs of his own department. 

With shoppers becoming more 
conscious of quality than ever be- 
fore, the store not only stocks 
genuine rock crystal ware but also 
competitively priced imitation 
crystal ware. Imitation pieces are 
sold as such, but care is taken to 
carry only imitations that are of 
attractive appearance. The sales 
force handles, stocks and displays 
all grades of merchandise with 
the same care. Offering both 
quality and price lines, of good 
appearance, gives the store an 
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effective weapon against competi- 
tion—whether on a price or qual- 
ity basis. 

The stock of crystal ware—imi- 
tation and genuine—includes in- 
dividual .items at 19, 29, 39 and 
59 cents and as high as $13.50 
a dozen. Attractive and neat dis- 
plays in the department—as fine 
as a discriminating shopper would 
expect of a big department store— 
make even the imitation pieces 
selling at 19 cents look appeal- 
ing. These 19-cent pieces are 
good values, and while they can’t 
be compared with the genuine 
crystal ware, they are well made 
as is typical of other merchandise 
in the department for it is the 
house’s policy to handle well 
made lines, regardless of their 
selling price. Whether a bride 
and groom or a long married 
couple is buying glassware or 
crystal ware, complete sets can be 
assembled from stock to meet the 
customer’s needs and purchasing 
power. Cocktail glasses, wine 
glasses, champagne glasses, etc., 
all matching each other, can easily 
be made into sets to suit the in- 
dividual’s needs. 


Closed Stock Chinaware 


Because the store finds closed 
pattern stocks of chinaware easier 
to handle and display, only closed 
stock patterns, in the higher 
priced lines are offered. Mr. 
Pope points out that customers 
buying a closed stock set receive 
it in the original sealed carton— 
unless a gift packaging is desired 
—thus eliminating much unnec- 
essary handling. Four different 
patterns of chinaware sets are 
regularly carried in stock, but 
the store will order other sets 
upon request. The department 
has enjoyed as many as three 
turnovers a month on its china- 
ware stock. During a particular- 
ly active month a stock compris- 
ing 32-piece sets ranging from 
$6.50 to $9.00 and 53-piece sets 
having a price range of from 
$12.50 to $14.50 had three turn- 
overs in one month. The stock at 
that time included six sets of each 
type and more could have been 
sold had the merchandise been 
available. 

In addition to the regular 
closed stock of pattern chinaware 





sets, a complete line of solid color 
ware is attractively displayed in 
the store. The particular line, 
sold by Fowler & Sellers, has a 
price range from 10 cents each 
to $2.75 each, according to the 
type of item. Even the cups and 
saucers are sold as _ individual 
items so that a woman fancying 
saucers of one color and cups of 
another shade may make up her 
Advice is freely given 
as to harmonizing colors so that 


own set. 
customers assembling sets, of 
their own liking, will be pleased 
when the merchandise reaches 
their homes. 

Rounding out its stock of closed 
stock patterns and pieces to match, 
the department handles a variety 
of individual pieces for gifts and 
party which, like other 
merchandise in the department, 
has the prices plainly marked. 


prizes 


Some of the items are displayed 
in the 
points, on end or serving tables 


aisles, at advantageous 
and displays of vases are en- 
hanced by the inclusion of artifi- 
cial flowers. Extras such as serv- 
ing tables and artificial flowers 
are shown not only to make dis- 
plays more attractive but to build 
a little extra sales volume. 

The entire second floor display 
of chinaware, glassware, etc., has 
an inviting appearance—not un- 
like a “corner shop” in a metro- 
politan department store. Lamps, 
serving trays and even such util- 
ity items as ornamental waste 
baskets are grouped with the 
chinaware display, together with 
novelty cocktail serving trays, in 
a variety of finishes, styles and 
sizes. The walls in back of the 
show cases are equipped with 
shelves on which are shown a 
variety of items suitable for gifts 
and party prizes, each shelf hav- 
ing attractive shelf edging. The 
feminine touch, which women 
shoppers appreciate, is further 
aided by the use of attractive 
draperies on the windows on the 
back wall. People getting off the 
elevator immediately see cases of 
shining merchandise separated by 
wide aisles which invite “brows- 
ing around,” always an appealing 
idea to women shoppers. 

Displays of chinaware and re- 

(Continued on page 108) 
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BUSINESS GAIN OF 20 PER CENT REPORTED 
AT SEMI-ANNUAL C.T.A. CONVENTION 


With business for the cycle in- 
dustry showing a gain of approx- 
imately 20 per cent over the first 
six months of last year, optimism 
and enthusiasm reigned at the 
mid-summer convention of the 
Cycle Trade of America at 
French Lick Springs, Ind., July 
21, 22 and 23. More than 200 
members of the cycling industry 
attended. 

On Wednesday, July 21, the 
Bicycle Manufacturers Associa- 
tion, The Cycle Parts and Ac- 
cessories Association and _ the 
Jobbers’ Association all met in 
separate sessions behind closed 
doors, and routine matters were 
discussed and disposed of. 

In addition to the divisional 
meetings, there were a number of 
committee meetings that took 
care of current problems. 

President Walter Harding pre- 
sided over the general business 
meeting at which the three 
branches of the industry gathered 
for reports and discussion on 





Thursday morning. Mr. Harding 
welcomed the delegates and in 
his report outlined the accom- 
plishments of the organization 
since its last meeting. 

A varied entertainment pro- 
gram had been arranged for con- 
vention visitors and included a 
trip to the bottling works of 
Pluto Water; bridge parties, and 
a dinner dance, as well as private 
sight-seeing motor trips. 

A new feature of this mid-sum- 
mer meeting was a golf tourna- 
ment in which the winners were 
Max Rieger, Al Mellman, Fred 
Baker, and A. J. Musselman, each 
of whom received a dozen Tommy 
Armour golf balls. Harry Kranz, 
Homer Teall, Lee Smith, and 
Alex Persons received a half-dozen 
balls. 

A resolution was unanimously 
adopted and set the date for the 
annual meeting during the second 
week of January in New York 
City and the mid-summer meet- 
ing during the third week of June. 





NEW DISTRIBUTING FIRM 
FOR WEST COAST 


The National Iron Equipment 
& Supply Co., Front and Market 
Sts., San Diego, Calif., has been 
organized by P. H. Davenport and 
H. C. Reuther. The company will 
handle iron and steel products, 
mechanics’ tools and shop equip- 
ment, metal building specialties, 
oil burning and heating equip- 
ment, heavy automotive equip- 
ment, metal service station build- 
ings, service station supplies and 
allied materials. 

Mr. Davenport, who is mer- 
chandising manager, will have 
charge of steel products, heating 
equipment, and building special- 
ties. Mr. Reuther will merchan- 
dise the heavy automotive equip- 
ment. He was formerly Southern 
California sales manager for 
Chanslor & Lyon Stores, Inc., dis- 
tributors of automotive supplies. 


WILL OPEN STORE IN 
PALMYRA, N. Y. 
The store in the Royce Block, 
Palmyra, N. Y., formerly occu- 
pied by Bird & Flynn Hardware 
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Co., has been leased to Frank A. 
Burns, who will open a hardware 
store there. 


COLUMBIAN VISE CO. 

OPENS PLANT ADDITION 

The Columbian Vise & Mfg. 
Co., has announced the comple- 
tion of an addition to its main 
plant at 9021 Bessemer Ave., 





Cleveland, Ohio, which will in- 
crease its floor space about 30 
per cent. Present space now used 
for raw stock will be converted 
to carry a greater finished inven- 
tory. The floor space in the new 
wing, which will be the raw 
material storage department, will 
release considerable space for 
increased production. 


500 PRATT & LAMBERT 
EMPLOYEES AT PICNIC 


Approximately 500 Pratt & 
Lambert employees of the Buffalo 
and Fort Erie, Ontario, plants, 
their families and company off- 
cials attended the annual basket 
picnic at Edgewater Park, Grand 
Island, Niagara River, on Satur- 
day, Aug. 21. The outing was 
sponsored by the Employees’ 
Benevolent Association. The 
sports program included a base- 
ball game and provided the out- 
standing feature of the occasion. 
Dancing and swimming were also 
enjoyed. 

W. R. Leighton was general 
chairman, and H. E. Webster, 
president of the company, honor- 
ary chairman. Assisting chairmen 
on the general committee were: 
I. J. Schmitt, entertainment; 
W. H. Becker, refreshments; F. 
Heindl, games; C. A. Wacker, 
prizes; T. R. Leighton, contest 
judge; A. J. Grippen, music; 
J. A. Juenker, publicity; L. Hess, 
first aid; R. J. Hora, transporta- 
tion, and R. B. Mather, official 
photographer. 





AMERICAN STEEL & WIRE 
MOVES SALES-ADV. OFFICES 


The sales promotion and ad- 
vertising department of the Amer- 
ican Steel & Wire Co. are now 
located in Cleveland, Ohio. This 
change is in line with moves 
being made by the company 





WILMER H. CORDES 


which: have recently brought the 
general sales department to 
Cleveland. Although the general 
offices of the company have been 
located in the Rockefeller Bldg., 
Cleveland, for many years, the 
sales and sales promotion and 
advertising departments have 
been centered in Chicago. 
Wilmer H. Cordes remains in 
charge of the latter division. He 
has taken residence at 2828 E. 132 
St., Shaker Heights, Cleveland. 





SILEX SALESMEN HOLD THIRD ANNUAL CONVENTION 





pSales representatives of the Silex Co., manufacturers of glass coffee makers, Hartford, Conn., 
recently attended the company’s third annual sales conference. R. E. Arnold, general sales man- 
ager, presided at the conference, which was attended by representatives from all parts of the 
United States and Canada. President Frank E. Wolcott outlined the consumer advertising cam- 
paign to be used by Silex and pointed out that the campaign will include newspapers and national 


magazines. 


The Anyheet Control Silex will be prominently featured in the campaign. 
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JONES INTERESTS IN 
HARDWARE STORE SOLD 
Harold T. Torbet has pur- 

chased the interests of Robert P. 
Jones in the Jones Hardware 
Co., 59 Public Square, Lima, 
Ohio. For 69 years, 59 Public 
Square has been one of the lead- 





PAUL B. SWEGER 


ing hardware centers in that sec- 
tion of Ohio. The original hard- 
ware store was established in 
1868 by the late William K. 
Boone, who in turn sold the busi- 
ness in 1900 to the Cover Hard- 
ware Co. The firm operated the 
business until 1917 when it was 
sold to Mr. Jones. In 1924 the 
firm became the Jones Hardware 
Co. 

The active management of the 
store will be under Mr. Torbet as 
president and treasurer and Paul 
B. Sweger, as vice-president. Mr. 
Sweger has been connected with 
the business for the past 17 years 
and at one time was president of 
the Ohio Retail Hardware Asso- 
ciation. 


POT & KETTLE NEWS 


To mark the opening of the 
new Western Furniture Exchange 
& Merchandise Mart, San Fran- 
cisco, the San Francisco Pot & 


Gilliam were in charge of the 
affair which was attended by 
about 100 members and guests. 
Members of the sales force of the 
National Enameling & Stamping 
Co., Milwaukee, Wis., who were 
holding a sales meeting at the 
same time joined the Pot & Kettle 
Club luncheon. Frank K. Run- 
yan, vice-president, Western Fur- 
niture Exchange was the principal 
speaker and outlined the history 
of the new building. Members 
of the Los Angeles Club, who 


‘| were in San Francisco, had their 


own table at the luncheon. 





RITE HARDWARE HAS 
NEW FACTORY 


The Rite Hardware Mfg. Co., 
has moved into its new factory at 
502 Douillard St., Los Angeles, 
Cal. The company makes a line 
of designs in builders’ hardware 
and trim. In addition, it has in- 
troduced a new line of airplane 
and trailer hardware. The con- 
cern is a partnership of George 
R. Adams and his son, A. R. 
Adams. Mr. Adams with several 
‘others in 1927 bought the old 
Pacific Brass & Hardware Mfg. 
Co., changing the name to the 
Rite Hardware Mfg. Co. In 
1930, Mr. Adams joined his 
father, taking charge of sales 
while his father, long experienced 
in manufacturing, handles the 
factory, designing and manufac- 
turing. 


SHEFFIELD OPENS NEW 
ALUMINUM PLANT 

Sheffield Bronze Powder & 
Stencil Co., Cleveland, Ohio, has 
opened a new aluminum powder 
plant at Bedford, Ohio. This 
plant, designed and built by an 
engineer who specializes in the 


modern detail of structure and 
equipment to safely and ef- 
ficiently produce the various 
grades of aluminum powder. In 
addition to the powder plant, 
modern facilities for the cooking 
of bronzing liquids have been 
installed. A complete stock of 
properly aged aluminum powder 
and aluminum paste, together 
with various types of bronzing 
liquids are now ready for prompt 
shipment. 


BEHR-MANNING IN LARGER 
QUARTERS IN ST. LOUIS 
The St. Louis branch of the 

Behr-Manning Corporation, Troy, 

N. Y., has taken a long-term 

lease on the entire sixth floor of 

the Francis Building, Sixteenth 

St. and Washington Ave. Space 

amounts to approximately 13,200 

square feet, almost double the 

space formerly occupied. 


CLEVELAND CO-OPERATIVE 
ACQUIRES SHERMAN STOVE 

James Mitchell, president of 
the Cleveland Co-Operative Stove 
Company, Cleveland, Ohio, has 
announced that his company has 
acquired the Sherman Stove Com- 
pany. Management of the Sher- 
man division will be assumed by 
officers and department heads of 
the Cleveland organization, but 
for the most part Sherman deal- 
ers will be contacted by the Sher- 
man field organization. There 
will be no change in Sherman 
models for the balance of the 
year. 

Production of 





explosive industries, has every | 


ranges will continue in the No. 1] 
plant of the Cleveland Co-Oper- 
ative Stove Company. 





hardware trade, the American 





Kettle Club recently invited all 
buyers and fifth floor exhibitors 
to a luncheon in the Green Room 
on the ninth floor of the new | 
building. H. S. Baker, president, | 
San Francisco Pot & Kettle Club | 
was master of ceremonies and 
Phil Seagrave, Western Hard- | 
ware & Supply Co. and G. C. 
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Safety Razor Corp.. Brooklyn, 
New York, in sympathy and con- 
currence with the Tydings-Miller 
Bill, recently approved by the 
President, comments: “Retailers 
throughout the nation are to be 
congratulated upon the Presi- 
dent’s approval of the Tydings- 





Miller Federal Fair Trade Bill. 


AMERICAN SAFETY RAZOR VIEWS TYDINGS- 
MILLER BILL WITH ENTHUSIASM 


In current advertising to the | The fact that a large majority 


of the states have already enacted 
State Fair Trade Acts is indica- 
tive of the need for a_pol- 
icy which will protect dealers 
against indiscriminate competition 
of price cutting, and the adoption 
of federal legislation on the sub- 
ject will help materially in mak- 
ing effective these policies on a 
nation-wide basis.” 


FRED HORN TO REPRESENT 
DREMEL MFG. CO 


Fred Horn has been appointed 
New York sales representative 
for the Dremel Manufacturing 
Company, manufacturers of the 
Moto-Tools line of motor-in-hand 
electric grinders and _ routers, 
Racine, Wis. He will also cover 
the Philadelphia territory. Mr. 
Horn is well known in the metro- 
politan area where he operated 
his own hardware store for more 
than 25 years, in addition to be- 
ing prominent in local association 
activities. 


CAMPBELL TO REPRESENT 
GARDEX, INC. 


Dan R. Campbell has been ap- 
pointed sales representative for 
Gardex, Inc., makers of “Soil 
Flow” garden tools, Michigan 
City, Ind. He will represent the 
company in Connecticut, Rhode 
Island, Long Island and southern 
New York and will, in addition, 
continue acting as distributor for 
fire-fighting apparatus. He will 
be located at 30 Brightside Drive, 
Stamford, Conn. 





BLOSSOM MFG. CO. OPENS 
CHICAGO OFFICE 


The Blossom Mfg. Co., 79 Madi- 
son Ave., New York City, manu- 
facturer of oiled silk and oiled 
silk products on Sept. 1 opened 
an office in room 1436 Merchan- 
dise Mart, Chicago, Ill. Miss B. 
A. Martin will be in charge. 








current gas | 


G-E ARRANGES FISHING 
PARTY FOR SALESMEN 


The fifth annual Climateers 
Cruise to Bermuda and Havana, 
sponsored by the General Electric 
Co., will get under way Jan. 5, 
1938, and will last for nine days. 
The cruise is sponsored annually 
for star salesmen of dealers and 
distributors of General Electric 
air conditioning equipment. 





TRICO FUSE APPOINTS 
DELAVAN ENGINEERING 


The Delavan Engineering Co., 
414-12 St., Des Moines, Iowa, has 
been appointed sales representa- 
tive in Iowa and Nebraska for 
Trico Fuse Mfg. Co., Milwaukee, 
Wis. 
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The 
Hardware 
Age 
Special 
Train 


to the 


Chicago 











Convention 


via 
Pennsylvania R.R. 

from All Eastern Points, 

Saturday, October 16, 1937. 
Arrive Chicago, 
Sunday Morning, 

7:50 a.m., 

October 17, 1937. 





Special through service arranged from Boston, Hartford, New London, Providence, New 
Haven, Stamford, New York City, Philadelphia, Baltimore, ete., that wholesalers and manu- 
facturers may enjoy each other’s company and have a pre-convention gathering en route, with 
latest modern air-conditioned equipment, special meals and every known kind of modern Pull- 
man facility. The schedule, at the left, will be observed for this special train. 


The Schedule 


Saturday, October 16 


Lv Boston, NYNH&H 9:00 AM 
Lv Providence 10:00 AM 
Lv New London 11:27 AM 
Lv Springfield 10:15 AM 
Lv Hartford 10:50 AM 
Ar New Haven 12:28 PM 
Lv New Haven 12:35 PM 
Lv Bridgeport 12:59 PM 
Lv Stamford 1:27 PM 
Ar New York, PRR Station 2:15 PM 
Lv New York, PRR Station 2:25 PM 
Lv Newark 2:40 PM 
Lv North Philadelphia 3:50 PM 
Lv Washington, D. C. 2:00 PM 
Lv Baltimore 2:35 PM 
Lv Harrisburg 5:50 PM 
Lv Pittsburgh (Sleeper open 

at 10 PM) 10:55 PM 
Ar Chicago, Sunday, Octo- 

ber 17 7:50 AM 
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The HARDWARE AGE SPECIAL has been arranged for 
your convenience. The railroad and Pullman rates from all 
New England points are the same as the rates applying on any 
other railroad service from such points to Chicago. So there 
is no extra cost coming via New York City which permits you 
the pleasure of traveling with your many business friends who 
are going to the convention. 


Special notice:—Those wishing to leave a day earlier or a day 
later should ask for especially arranged HARDWARE AGE 
cars on THE GENERAL leaving New York City daily at 


1:40 p.m., arriving Chicago next morning at 8:50 a.m. 


YOUR LOCAL TRAVEL AGENT OR ANY RAILROAD 
TICKET OFFICE CAN ROUTE YOU ON THIS SPECIAL 
TRAIN ARRANGING LOWER BERTHS, BEDROOMS, 
COMPARTMENTS OR DRAWING ROOMS WHAT- 
EVER YOU MAY REQUIRE. IF YOU WOULD LIKE 
ANY SPECIAL DATA ON THIS TRAIN WRITE — 
HARDWARE AGE EDITORIAL DEPT., 239 WEST 39th 
STREET, NEW YORK CITY. 
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Packed to Sell 
New IRUETEMPER, Kelly Quality 
Hammers and Hatchets 





These new TRUE TEMPER, Kelly Quality Hammers and Hatchets are packed 4 tools to the box. 


The new Kelly Quality, TRUE TEMPER Hammers 
and Hatchets are shown above as they are now 
packed in beautiful, eye appealing Counter 
Display Boxes of exclusive design. 


Each box of 4 tools contains a Display Card with 
real selling punch. Each tool has 4 exclusive 


features of handle and head construction which 


will make it the choice of every craftsman who 
trys it. Ask your jobber’s salesman to quote 
you on these new tools and make your Hammer 


and Hatchet line the choice of craftsmen, 


THE AMERICAN FORK & HOE CoO. 
Makers of Essential Tools e CLEVELAND, OHIO 


FORKS © RAKES © HOES © SHOVELS © AXES © HATCHETS * HAMMERS © SCYTHES © FISHING RODS AND BAITS © GOLF SHAFTS 
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LUTHER GRINDER & TOOL MOVES 
TO FOND DU LAC, WISCONSIN 


Removal of the plant and gen- | American Grinder & Specialty Co. 
eral offices on Sept. 1 of the | 


Luther Grinder and Tool Co., 
manufacturer of farm and indus- 
trial tool grinders, from Milwau- 
kee to Fond duLac, Wis., has been 
announced by E. Bockshe, presi- 
dent and general manager of the 
company. The move was made 
because of need for expansion and 
the desire to be located nearer the 





GEORGE H. ISCHE 


company’s source of supplies. 
The concern is already in its new 
location, a three-story brick build- 
ing containing more than twice 
the floor space of the old quar- 
ters. The move was made with- 
out any interruption in production 
or shipping. 

The company was founded in 
Milwaukee in 1896 under the 
name of Luther Bros. Co. For a 
number of years while one of the 
brothers, Clarence J. Luther, was 
president, Mr. Boskshe was pro- 
duction manager and designed 
and produced many of the orig- 
inal Luther ifems. In the fall of 
1916 Mr. Bockshe organized his 
own firm, the Modern Grinder 
Mfg. Co., which later purchased 
the American Grinder Co. This 
company was reorganized as the 


Cc. T. GILCHRIST 
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and is today operating as a separ- 
ate corporation selling a line of 
hydraulic jacks and body straight- 
ening equipment to the automo- 
tive wholesaling trade. 

A few years later the Modern 
Grinder Mfg. Co. took over and 
absorbed the line of Niagara Car- 
borundum Co., Niagara Falls, 
N. Y. In 1930 the entire Luther 
organization was taken over by 
the Modern company, which re- 
organized it as the present Luther 
Grinder & Tool Co. Officers and 
directors of the company are Mr. 
Bockshe, president; George H. 
Ische, vice-president; Charles H. 
Krohn, secretary, and Sol T. 
Cohn, treasurer. 





SIMMONS ADVANCED BY 
ALUMINUM CO. 

S. J. Simmons, until recently 
New York district manager of 
the Aluminum Co. of America, 
has been appointed to the posi- 


| tion of assistant general sales 





H. D. WORTHINGTON 


manager with headquarters in 
Pittsburgh. Mr. Simmons first 
became identified with the Alu- 
minum Co. as a salesman in Ro- 
chester. In 1918 he was sent to 
South America and_ returned 
three years later to the position 
of assistant to the president of 
Aluminum Manufacturers, Inc., 
Cleveland. He was made man- 
ager of the Buffalo office in 1923 





and five years later was trans- 
ferred to New York as district 
manager. 


NEW NORTHLAND PLANT 
IN NEW HAMPSHIRE 


Announcement has been made 
that Christian A. Lund, St. Paul, 
Minn., has recently organized a 
$250,000 corporation and _ will 
manufacture skiis at an $80,000 
plant which will be constructed 
at Laconia, N. H. The contract 
with the Laconia Chamber of 
Commerce provides that the new 
organization will have the right 
to use the trademark “Northland” 
on products in all states east of 
the Ohio. The organization al- 
ready maintains two plants in 
Minnesota, the Northland Ski 
Mfg. Co. in St. Paul and the 
C. A. Lund Co. in Hastings. 


FARLEY TEMPORARY HEAD 
OF EAGLE LOCK CO. 


At a meeting of the board of 
directors of the Eagle Lock Co., 
Eliot Farley was elected tempo- 
rary president with headquarters 
at Terryville, Conn. Mr. Farley 
was for many years president of 
the Delaware, Lackawanna and 
Western Coal Co. The following 
were elected directors: Eliot Far- 
ley, Herbert C. House, Robert 
Redfield, Allan K. Smith, C. 
Denisin Talcott, Charles J. Thorn- 
ton, and Paul Curtis. 





AMERICAN STEEL & WIRE CHANGES PERSONNEL 


John May, general manager of 
sales, American Steel & Wire Co., 
Rockefeller Bldg., Cleveland, 
Ohio, has announced important 
changes in five of the company’s 
branch sales offices. 

C. T. Gilchrist has been ap- 
pointed manager of the company’s 
manufacturers products depart, 
ment in Chicago district, with 
C. J. McGregor as assistant man- 
ager. H. D. Worthington has 
been made manager of sales and 





OF FIVE BRANCH OFFICES 


J. D. Crandall, assistant manager 
of sales in the Kansas City office. 

G. H. Waite has been made 
manager of sales in the Salt Lake 
City, Utah, offices, while Thurman 
Haskell has been appointed man- 
ager of sales in the Denver office 
and M. K. Stewart, assistant man- 
ager of sales. R. C. Pierce has 
also been appointed assistant man- 
ager of sales of the Cleveland 
district. 





J. D. CRANDALL 





ZUSCHNITT CELEBRATES 
60TH YEAR AT SAME STORE 

Henry C. Zuschnitt celebrated 
his sixtieth year in the hardware 
store of the C. L. Glasgow Estate 





HENRY C. ZUSCHNITT 


in Nashville, Mich. on Aug. 16, 
and although 80 years of age is 
actively managing the store. Mr. 
Zuschnitt, who is a member of 
the Harpware Ace Fifty Year 
Club, entered the hardware busi- 
ness in 1857, as an employee of 
C. C. Wolcott. For 52 years he 
was associated with the late C. L. 
Glasgow and since Mr. Glasgow 
passed away in 1933, has man- 
aged the business. 





REORGANIZE LOUISIANA 
HARDWARE ASSOCIATION 

The Louisiana Retail Hard- 
ware & Implement Association 
has been reorganized and incor- 
porated. A. A. Kussman the sec- 
retary, a hardware dealer, has 
his offices at 4920 Prytonia St., 
New Orleans, La. Francis Voor- 
hies, New Iberia, is president and 
Ed Aime, New Orleans and 
Ralph Ortmeyer, Natchitoches, 
are vice-presidents of the asso- 
ciation. 


DISCONTINUES 


W. H. Goodfellow’s Sons, 
Altoona, Pa., established in 
1832, is discontinuing its busi- 
ness. 


THURMAN HASKELL 
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@ As in the other models in the New International line, this 
new Cab-Over-Engine International is new in construction as 
well as in design. It offers a new standard in performance as 
well as in appearance. 

This new Cab-Over-Engine International is by no means 
just a converted conventional truck. While we call it “cab-over- 
engine” it is more than that; the engine is under the seat, which 
means still more practical design.There is a maximum of extra- 
load space, with perfected load distribution on front and rear 
axles and all four wheels. There is greater operating economy. 
The engine is completely accessible. The new cab provides per- 
fect ventilation, greater comfort for the driver, and increased 
visibility. New steering construction and the shorter wheelbase 
provide greatest handling ease, and new hydraulic brakes pro- 
vide maximum braking efficiency. 

Here is the ideal low-price truck in the 1'4-ton field for 
today’s crowded traffic. A new truck from the ground up. All- 
truck like every other International. 


INTERNATIONAL HARVESTER COMPANY 


Harvester Building (INCORPORATED) Chicago, Illinois 











Anéther New Truck 
in the New International line. 
The Cab-Over-Engine Model D-300 





ALL OVER THE UNITED STATES 


DEMONSTRATION 
TIME! 


For the New International 
Cab-Over-Engine Truck 


Ride and drive the new International Model 
D-300 in congested traffic. Prove to yourself 
that this International is far ahead of the 
entire cab-over-engine truck field. It’s really 
seat-over-engine, and that’s better yet. 

Call the nearest Company-owned branch 
or International dealer for a demonstra- 
tion. No obligation! 


INTERNATIONAL TRUCKS 
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CLARK WITBECK 


Clark Witbeck, 85, president, 
Clark Witbeck Co., wholesale 
hardware dealers of Schenectady, 
N. Y., died at his home in that 
city on Aug. 22 following an ill- 
ness of six months’ duration. Mr. 
Witbeck was born in Cohoes, 
N. Y., and came to Schenectady 
at an early age, later attending 
the Union Classical Institute. 
His father, meanwhile, founded 
the present business which he 
later sold to his son. Mr. Wit- 
beck was for many years inter- 
ested in association work and was 
a member of both the National 
Wholesale Warehouse Association 
and the New York State Hard- 
ware Jobbers Association of 
which he was a past president. 

Mr. Witbeck was the founder 
of the Union National Bank in 
Schenectady and was chairman 
of its board of directors at the 
time of his death. He was also 
a member of the board of the 
Ingersoll Memorial Home and 
had been active in local Com- 
munity Chest work. He was a 
member of the Mohawk Club, 
Rotary Club and St. George’s 
Masonic Lodge. He is survived 
by a brother, Charles Witbeck, 
Mountain View, Mo., and a sister, 
Miss Grace Witbeck of Schenec- 
tady. 


LOUIS N. WILCOX 


Louis N. Wilcox, 86, retired 
hardware 


home in Baltimore, Md., on Aug. | 
22. He is survived by his widow, | 


eight 
great- 


a son, three daughters, 
grandchildren and two 
grandchildren. 


JOHN MONTGOMERY 


John Montgomery, 56, presi- 
dent of the Montgomery Tool 


Machinery Company and former | been with the Simonds company | 


manager of the Woonsocket Ma- 
chine & Press Co., died recently 
at his home in Woonsocket, 
R. I., following a five months’ 
illness. Mr. 
born in Scotland and came to 
this country at an early age. He 
became manager of the Woon- 
socket Machine & Press Co. plant 
23 years ago and 10 years ago 
founded the company which 
bears his name. He was the 


holder of many patents on ma- | 


chines which he invented. He 
is survived by his widow, one 
son and two sisters. 


CHARLES W. WALMER 

Charles W. Walmer. 62 presi- 
dent of the Charles W. Walmer 
Hardware Company, Wilkinsburg, 
Pa., died recently at his home. 
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dealer, died at his | 








CHARLES W. WALMER 


| : P ‘ 
He is survived by his widow and 
two brothers. 


MICHEL N. CARTIER 
Michel Napoleon Cartier, 83, 
| president and founder of N. M. 
| Cartier & Sons Co., manufac- 
turers of roofing materials, paints 
and compounds, Providence, R. L, 
died on Aug. 14. After engaging 
in a variety of businesses he 
founded the Cartier organization 
in 1894. Although he retired 
from active management of the 
-company on his sixty-fifth birth- 
| day he continued to serve as 
president of the organization 
until his passing. Among his 
survivors are five sons, a grand- 
son, a granddaughter and a great 
| grandson, all of whom are ac- 
tively identified with the busi 


| ness. 





ALBERT E. CULLEY 


Albert E. Culley, 65. who re- 
| tired in 1932 as an executive of 
| the Simonds Saw & Steel Co., 
| Fitchburg, Mass., died Aug. 20 
| at Saranac Lake, N. Y. He had 


for forty years prior to his re- 
tirement. 


FRANK KING 
Frank King, retired hardware 
dealer of New Berlin, Pa., died 


Montgomery was | 





OBITUARY 





recently following an illness of | 


from 
ago. 


ERNEST F. MAEDER 
Ernest Frederick Maeder, 65, 
| Juniata, Pa., hardware dealer for 


more than a year. He retired | 
business about ten years | 


| the past forty-five years, died re- | 


| cently in his home in that town. 


| 
| 
J. G. BAUER 
J. G. Bauer, who retired thir- 
teen years ago as vice-president 


of the W. A. L. Thompson Hard- 











ware Co., wholesale hardware dis- 
tributors, Topeka, Kan., died re- 
cently at his home in that city at 
the age of 80. He had been a resi- 
dent of Topeka for sixty-six years 
and at the time he moved to that 
city he entered the employ of 
Smith & Hale, hardware firm, 
which was later absorbed by the 
Thompson organization. 





L. C. EDWARDS 


L. C. Edwards, Malta, Mont., 
pioneer business man, who for 
many years was a member of the 
hardware and clothing firm of 
Edwards & McLellan in that 
town, died recently at the age of 
66. He was active in the build- 
ing of irrigation projects in the 
district and made several trips 
to Washington, D. C., to seek 
government assistance in the 
completion of irrigation projects. 


H. L. PITTS 
H. L. Pitts, 77, representative 
of Farwell, Ozmun, Kirk & Co., 
St. Paul, Minn., passed away 
July 16. Mr. Pitts had been as- 
sociated with the company for 
55 years as representative in the 


Grand Forks territory, retiring 
in 1934. His widow survives. 


K. KNUTSON 


K. Knutson, 61, hardware mer- 
chant in Appleton, Minn., for 
the past 26 years died July 12. 





JACOB JACOBSON 


Jacob Jacobson of Gunderson 
& Jacobson, Porter, Minn., passed 
away July 18. 


HERMAN KAHN 


' Herman Kahn, president of H. 
Kahn & Co., paint manufacturer 
of Philadelphia, Pa., passed away 
at his home in Germantown. Mr. 
Kahn had been in the paint busi- 
ness for more than 40 years and 
was a member of several paint 
and varnish organizations. He 


leaves his widow. 


JOHN A. MARS 
John A. Mars, proprietor of a 





hardware store in Titusville, Pa., | 
for 30 years, died Aug. 21. He 


had been in failing health for 
years. His widow sur- 


several 
vives. | 


E. S. ROWLAND 


E. S. Rowland, 78, of East 
Corinth, Vermont, passed away 


| June 16. Mr. Rowland had been 


in the hardware business since 
1885. He leaves his widow. 


ADAM WAGNER 


Adam Wagner, 66, president of 
the Wagner Mfg. Co., Cedar Falls, 
Iowa, passed away Aug. 10, 1937, 
of a heart ailment. He had been 
in ill health for some time. 

Mr. Wagner rose from a hard- 
ware clerk to the presidency of 
the manufacturing concern. His 





ADAM WAGNER 


first position was as a clerk in 
the former Frederick Matthias re- 
tail hardware store in Cedar 
Falls. Shortly afterward he be- 
came city salesman for the Wil- 
liam H. Cole and Sons Hardware 
Co. and moved to Baltimore, Md. 
He returned to Cedar Rapids in 
1900 and became associated with 
the Simmons Hardware Co., St. 
Louis, as a salesman traveling in 
northeastern Iowa. 

He organized the Wagner Mfg. 
Co. two years later, in association 
with his brother, George H. Wag- 
ner and W. H. Merner. When 
the firm was incorporated in 1904 
Mr. Wagner was named presi- 
dent, which office he held until 
his recent death. 

Surviving Mr. Wagner are a 
brother of Baltimore, Md., and a 
son, Francis, who is associated 
with the sales department of the 
company. 





RIDGEWOOD HARDWARE 
WILL ENLARGE STORE 


The Ridgewood Hardware Co., 
13 E. Ridgewood Ave., Ridge- 
wood, N. J., recently started al- 
terations of its building. The 
second and third floors of the 
building, which were formerly 
used for living apartments, will 
be remedeled to accommodate 
enlarged housewares and home 
furnishings department. The 
store front will be modernized. 
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Powerful, Consistent National Advertising 
to Millions of Outdoor Men and Women 


ANY are your customers. All use flashlights and bat- 

teries. Winchester is a magic buy word with this market. 

The appeal of these advertisements is fully supported by the 

feel of inbuilt quality and precision work in these dependable, 
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BRIEF ITEMS 


OF INTEREST 


TO THE HARDWARE TRADE 








ARKANSAS 


T. G. Landers, of Morrilton, 
Ark., and his son, W. C. Lan- 
ders, Okmulgee, Okla., will open 
a hardware store in Danville, 
Ark., during the early part of 
September. Both of the part- 
ners were formerly associated 
with the United States Tobacco 
Co. 


CALIFORNIA 


Taft Furniture & Hardware 
Co., Taft, Calif., has purchased 
the Harris & Curtis Hardware 
Co., Taft. The Taft company’s 
hardware department will be lo- 
cated in the store formerly occu- 
pied by Harris & Curtis. 


FLORIDA 


A. E. Folds of Jacksonville, 
Fla., has purchased the stock of 
the Jones Hardware Co., 109 
East Union St., Gainesville, Fla. 


Carver Hardware Co., Lake 
City, Fla., has been incorporated 
as a retail hardware business. 
Incorporators are: Mrs. Roscoe 
Carver, L. R. Robertson, and W. 
I. Carver. 


ILLINOIS 


Will Cox will assist his 
brother, Harry Cox, in the man- 
agement of the Cox Hardware 
and Furniture store in Marion, 


Ml. 


KANSAS 


The Home Hardware and 
Implement Co. has purchased 
the stock of the Cheney Hard- 
ware Co., Cheney, Kan., from 
Merle Branine, the owner. 


Earl Ames has purchased the 
Scandrett & Fuest Hardware Co., 
Liberal, Kan., and will operate 
the business as the Independent 
Hardware Co. 


XENTUCKY 
Abe Euster has opened the 
Pineville Hardware Co. at Pine- 
ville, Ky., with a complete line 
of general hardware and house- 
wares. 


Mrs. John Waddell of Inde- 
pendence, Ky., has purchased 
the Dobbs & Hammack hardware 
stock of Longton, that state. 


MICHIGAN 
Neely & McDonald Hdwe., 


Gladwin, Mich., has taken over 
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the hardware business formerly 
conducted as Rogers & Neely. 


The Stevenson-Bennett Hard- 
ware. Co., Lansing, Mich., is 
planning to move into a new 
two-story building which is now 
being completed at 1142 South 
Washington Ave., across the 
street from the firm’s present lo- 
cation. First floor of the build- 
ing will be used for display 
while the second floor will be 
given over to storage purposes. 


MISSISSIPPI 


The Hattiesburg Hardware 
Stores, Inc., Hattiesburg, Miss., 
have been sold to Laurel, Miss., 
interests, represented by Otis 
Ainsworth, who is _ connected 
with the Frank Gardner Hdwe. 
Co. of Laurel. G. C. Myrick. 
Laurel, will be local manager for 
the new owners. 


MISSOURI 


Damage of approximately 
$2,500 was caused by a recent 
fire in the store of the Powers 
Hardware & Furniture Co., 5960 
Easton Ave., St. Louis, Mo. Most 
of the damage was done to the 
building. The loss was covered 
by insurance. 


MONTANA 


George E. Wisner of Butte. 
Mont., has purchased the Beaver- 
head Lumber Co. building and 
after extensive remodeling will 
open a hardware store in the 
building. 


NEBRASKA 


Because of his illness, C. J. 
Pope is disposing of his hard- 
ware stock and discontinuing his 


business at Red Cloud, Neb. 


NEW JERSEY 
Guy Stevens, formerly of H. 
W. Mills & Co., Paterson, N. J., 
has become manager of the 
Elizabeth Hardware Co. Eliza- 
beth, N. J. 


NORTH CAROLINA 


C. A. Underdown has 
chased the Robbins 
Co., at Lenoir, N. C. 


pur- 
Hardware 


The Globe Hardware Co. is 
planning to occupy a new build- 
ing which is under construction 


on Church St., Lenoir, N. C. 





NORTH DAKOTA 


Arthur B. Anderson has pur- 
chased the former Palzak-Goff 
Hardware at Wahpeton, N. D., 
and has opened that place for 
business. The new store will be 
called the Anderson Hardware. 


OHIO 


Harold H. Torbet has pur- 
chased the interests of Robert 
P. Jones in the Jones Hardware 
Co., Lima, Ohio, one of the old- 
est hardware firms in the north- 
western section of the siate. 
Torbet will be president and 
treasurer of the company, with 
Paul B. Sweger as vice-president, 
both having been identified with 
the Jones company for a num- 
ber of years. 


Allen O. Gillivan has 
chased the Dille hardware store 
at Mt. Sterling, Ohio, and is in 
active charge of the business. 


PENNSYLVANIA 


The new addition to the Fink 
Bros. hardware store, Tyrone, 
Pa., is rapidly nearing comple- 
tion. 


J. Boyd Barclay has opened 


the Barclay Hardware Co., at 
520 Philadelphia St., Indiana, 
Pa., with a complete line of 
shelf hardware, paints, and sport- 
ing goods. 


RHODE ISLAND 


A. F. Lawrence, for 15 years 
associated with the J. B. Farnum 


pur: |. 


Co., of Woonsocket, R. I., has 
joined the Thomas C. Mee Co., 
of the same city as manager of 
the hardware, houseware, tools, 
toys, and sporting goods depart- 
ments. 


TEXAS 


Neumann Hardware Co., Or- 
ange Grove, Tex., has been in- 
corporated with capital of $1,500 
by E. V. Neumann, O. A. Neu- 
mann, and Frank B. Lloyd. 


The Cuero Machinery & Hard- 
ware Co., Cuero, Tex., is con- 
structing a one-story addition to 
its present building, which will 
give the firm 1,400 more square 
feet of space. 


VIRGINIA 


Sam A. and Dora Waranch, 
vice-president and __ secretary- 
treasurer, respectively, of War- 
anch Hardware & Paint Co., Inc., 
Norfolk, Va., have purchased all 
of the shares of the corporation 
and have formed a partnership. 
The business will be operated as 
the Waranch Hardware & Paint 
Co., and both will continue ac- 
tive in the business as in the 
past. The firm has also pur- 
chased the building which it has 
been occupying. 


WISCONSIN 


The Francois Hardware Store, 
1244 Main St., Green Bay, Wis., 
was recently damaged by fire. 
Both the store and the stock 
were covered by insurance. 





APPLIANCE DEALERS 
PROTEST RADIO TRADE-INS 


In a resolution adopted by the 
Electrical Appliance Dealers As- 
sociation of Brooklyn, Inc., at its 
monthly meeting, Aug. 25, the as- 
sociation declared that the prac- 
tice of some manufacturers of 
leaving to the judgement of indi- 
vidual dealers the valuation of 
second-hand, trade-in radio sets 
offered by consumers, was incom- 
patible in principle to the mem- 
bers of the association. The re- 
fusal of some manufacturers op- 
erating under the Fair Trade Act 
to establish reasonable maximum 
valuations on trade-ins was de- 
clared to lead to the practical 
nullification of the Fair Trade 
Act of New York in respect to 
radio merchandising and to open 
the way to direct rebating from 
the standard uniform prices on 
new merchandise. Copies of this 
resolution are being sent to man- 
ufacturers and distributors sup- 





plying radio sets to members of 
the association. 


TYDINGS-MILLER BILL 
ANALYSIS AVAILABLE 


The latest issue, No. 6, of the 
Trade Regulation Review is de- 
voted entirely to an analysis of 
the Tydings-Miller Resale Price 
Maintenance Act. It contains a 
check list of probable effects of 
resale price maintenance legis- 
lation; the Tydings-Miller law, 
itself, and a discussion of resale 
price control under the law and 
other fair trade statutes. The 
Trade Regulation Review, pub- 
lished by Reinhold Wolff, 535 
Fifth Ave., New York City, is 
issued eight times a year and is 
devoted to legal and economic 
analysis of resale price control 
and different aspects of trade 
regulations. Single issues are 
available at $1.75 per copy, and 
yearly subscription at $12. 
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“Cheap finishes look 

eieeney «pretty on the sales floor 
Wr ey —but unfortunately they 
= don’t stay that way. They’re 
too soft. The beautiful lustre of 
porcelain enamel will never fade or mar 
under ordinary household use. You see 
—porcelain enamel is a mineral sub- 
stance which has been fused or welded 
right onto its supporting metal at the 
intense heat of 1550 degrees. And it is 
that intense heat that makes porcelain 

enamel the lifetime finish, 

“There is no economy in buying some- 
thing vou may be ashamed of in a year 


PORCELAIN 


or two. And frankly, Madam, we would 
be violating your confidence in us if we 
recommended anything but the very best. 
That’s why we always recommend porce- 
lain enamel.” ' 


Mr. Dealer: Our “Sales Manual for Porcelain 
Enamel” is crammed full of selling points 
for this high-profit line. Send for a free copy 
today. 


EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue 
Chicago 
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Dairy output—The abundant 
pasturage and the plentiful supply 
of feed grains this year are a boon 
to dairy farmers. Washington re- 
ports during August a milk output 
the highest for eight years, and at 
least seven per cent better than a 
year ago. Production of manufac- 
tured dairy products is also ahead, 
but slightly, not having gained as 
rapidly as the increase in fluid milk 
output. The usual seasonal rise in 
prices of dairy products is expected 
during the fall, despite favorable 
feed and production costs, so the 
dairy farmer is expecting an abun- 
dant return for his year’s activity. 


* x * 


Cotton prices—The great cot- 
ton crop has brought prices to the 
lowest level since November, 1933, 
but the assurance of the govern- 
ment’s pegging a nine cent “bottom,” 
with a liberal loan valuation in re- 
turn for compliance with sharp crop 
control for next year, is preventing 
anything like a runaway market. 
October cotton sold not long ago at 
13.86 cents per pound, and now has 
gone down to 9.41 cents, a drop of 
more than $22.00 per bale. How- 
ever, the natural demand, both at 
home and abroad, has been very 
large. Cotton actually consumed 
during July totaled 583,000 bales. 
Total ginnings to August 16 reached 
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ADVANCES 


Garden Cultivators. 
Seeders. 

Wire Scoops. 
Bamboo Lawn Rakes. 
Hose Reels. 


Garden Tools. 

Pruning Shears. 
Housewares. 

Some Mechanics’ Tools. 
Baseball Bats. 


DECLINES 


Cotton Goods. 





514,675 bales, compared with only 
208,509 bales up to the same date 
in 1936. 


” * * 


Manufactured cotton — Fur- 
ther decreases in the prices of cot- 
ton products of interest in the hard- 
ware field indicate that the market 
is becoming well liquidated, and in 
position to hold firm for the balance 
of the year. Another drop on com- 
petitive cotton clothes lines of 15 
cents per dozen, and a further mark- 
down of one cent per pound on cot- 
ton twine, with corresponding de- 
creases in other staple cotton cord- 
age, quite fully reflect the changes 
in cotton itself. One line only par- 
tially affected by the lower market 
has been the waxed cotton cloth 
glass substitutes, which for many 
years have been increasingly pop- 
ular, and which will be in season 
during the fall months. The higher 
costs of labor and of the paraffine 
coatings and containers have held 
the decline on waxed cloth to a mod- 


erate average of one cent per yard 
from the spring’s peak prices. 


* * 


Agricultural tools—Opening 
prices recently announced for the 
1938 season on hand agricultural 
tools, or “steel goods,” show rela- 
tively slight net price changes. Re- 
vised lists and varying discounts 
have been applied to most styles of 
forks, hoes, and rakes, but with small 
differences only, from the closing 
prices of the past season. American 
Fork & Hoe Company have advanced 
prices on garden cultivators about 
10 per cent. Seeders have been 
marked up about 74% per cent. An 
advance of $1.00 per dozen has been 
announced in the price of wire po- 
tato and corn scoops by leading 
manufacturers. New price _ lists 
reaching the jobbers from several! 
sellers of imported bamboo lawn 
rakes show prices somewhat higher. 
because of the recent advance in 
ocean freight rates. Importers thus 
far are not exerting pressure be- 
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cause of the present eastern war 
situation, which, however, may 
eventually affect prices. 


* + 


Garden tools, etc-—New quo- 
tations thus far announced on gar- 
den tools show a number of notable 
advances, some ranging 10 to 20 
per cent above the opening figures 
of last season. While quotations 
have not yet been received on most 
lines of hose accessories, there has 
been an increase of ten per cent on 
hose reels made with galvanized 
drums. Prices will be about the 
same as last spring on grass hooks 
and lawn shears. Next season’s 
prices on pruning shears are higher, 
due, the manufacturers state, to the 
increased costs of forgings. Some 
patterns which are fully forged are 
now quoted 25 to 33 1/3 per cent 
higher than a year ago. 


* 2+ 


Housewares—Among recent 
price changes are reported a ten per 
cent mark-up by some makers of 
blued steel drip pans, an advance 
averaging five per cent on _ the 
heavier and better quality garbage 
pails and ash cans, and increased 
prices on baking earthenware, and 
on dinnerwares. Leading makers of 
colored earthenware in metal frames 
have announced a ten per cent ad- 
vance. It is learned that some hard- 
ware jobbers, who are getting to be 
very large sellers of dinnerware and 
table glassware, have delayed plac- 
ing the recent factory advances in 
effect, desiring to share with their 
trade the savings of large orders 
placed early. Before fall, all will 
be on the higher schedule. Some 
manufacturers of glass fruit-juice 
extractors have announced a five per 
cent price increase to be in effect 
this month. A few numbers of wool 
dusters are up one dollar per dozen. 


. | <@ 


Stoves and heaters—Jobbers 
are cleaning up their shipments of 
fall orders on stoves, ranges and 
heaters, and are reporting a flood of 
new orders from late buyers. During 
August the few manufacturers who 
had not followed the earlier price 
increases have come into line with 
new quotation sheets. Between the 
extreme dates of May 10 and Au- 
gust 10 the whole market on stoves, 
ranges and accessories has experi- 
enced a substantial rise. 


* + 


Stove pipe—Makers of blued 
stove pipe and elbows have been 
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operating at top speed all summer, 
due to unusually large and early 
advance specifications. With their 
early start, most factories have the 
situation well in hand and do not 
expect serious shortages. Late buy- 
ers, however, are finding a very 
strong market, with prices held 
strictly at the highest schedules an- 
nounced last spring, and concessions 
not obtainable. Some wholesalers 
report a lively interest and active 
early sales in a new line of alumi- 
num connections for hot plates and 
stoves. These are offered as a sub- 
stitute for the popular copper con- 
nections. The aluminum parts afford 
a favorable match for nickel and 
chromium trimmed stoves and hot- 
plates, and are said to be remark- 
ably free from corrosion. 


eS 


Tool lines, etc-——A new price 
list on Barcalo pliers, wrenches, and 
mechanics’ tools, effective late last 
month, shows average advances of 
7% to 10 per cent. Pipe vises have 
been raised by leading manufactur- 
ers about four per cent, and some 
makers of scale beams have ad- 
vanced five per cent. New price 
sheets on plumbing brass goods are 
coming through from other makers 
with advances similar to those pre- 
viously announced by some factors, 
so that the increases have now be- 
come general. 


* + & 


Animal traps—A great sea- 
son for trapping is expected, due to 
trap costs only moderately (about 
ten per cent) higher than last year, 
but particularly due to a very ac- 
tive demand for furs at top prices. 
Preference this season seems to have 
shifted to the highev grade furs for 
coats, and to the extended use of 
furs for trimming. Retail sales in 
the first seven months of this year 
are reported 20 to 35 per cent higher 
than in the same months of 1936. 
With the peak of the selling season 
still to come, there is every expecta- 
tion that 1937 will match the cumu- 
lative increase in fur demand during 
the past few years, which placed 
1936 forty per cent ahead of 1935. 


> 2 


Major electrical appliances— 
In major household accessories the 
quieter summer has not spoiled the 
fine sales records for the year to 
date. Household refrigerators for 
the first seven months reached a 
sales total of 1,903,000 units, as 
against 1,617,000 units for the cor- 
responding period last year. July 
sales were somewhat under July, 


1936. Vacuum cleaners, on the con- 
trary, increased in July to more than 
111,000 units, against approximately 
90,000 for July, 1936, a gain of 23 
per cent. For this year, through 
July, vacuum cleaner sales were 
314% per cent ahead of the same 
period a year ago. 

A widening demand this year for 
domestic oil burners brought a 26 
per cent gain over 1936 for the first 
six months. Sales to July 1 totaled 
85,000 units as against 67,300 units 
for the similar 1936 period. The 
hot weather has given further im- 
petus to the growth of air-condi- 
tioning, and installations during July 
were reported at 52 per cent ahead 
of July, 1936. Single-room-unit 
sales have been notable, and in this 
field, as well as in the moderate 
priced basement units, hardware 
dealers are commencing to take 
more and more interest. July sales 
of single-room air-conditioning units 
brought the total for seven months 
of 1937 to 37 per cent ahead of the 
mark set for all twelve months of 
1936. 


* * 


Paint departments—Paint 
sales recently have been quiet, but 
with a steady demand for the one 
quart and smaller packages, indicat- 
ing a general interest by household- 
ers in odd-job painting about the 
home. Bulk sales of paints are still 
held down by sluggishness in the 
building field. Recent price changes 
include a decline on August 20 of 
1% cents per gallon on linseed oil, 
and a start of turpentine upward 
again from the low point of the year, 
which was reached August 13. On 
August 20, turpentine advanced two 
cents per gallon, cancelling the de- 
cline of one week earlier. 


- 2 «& 


Rubber manufactures—Con- 
sumption of rubber this yéar for 
tires and other products is running 
at the highest rate on record, not 
only in America, but in nearly all 
foreign markets. World consump- 
tion is reported at about 15 per cent 
ahead of a year ago, with the United 
States using 7.2 per cent more than 
last year. Germany and Japan have 
notably increased their purchases 
of rubber, a significant fact in prom- 
ising increased competition in Amer- 
ican and world markets against the 
American makers of manufactured 
rubber products. 


ee — £& 


Toys and sports—Wholesalers 
report that holiday buying of toys 
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Rings the bell when toast is ready and at 
the same time reduces heat to only serving tem- 
perature which keeps toast warm until bread 
rack is manually opened. Fast, toasts two slices 
at same time. Adjustable for light, medium or 
dark toast. Chromium Finish. 


It keeps you posted when 
bread is toasted 
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The De Luxe Automatic 


No. E7822 

America’s most beautiful, most dependable 
Toaster! Simplicity itself. Completely auto- 
matic. The bread can’t burn . . . because the 
Selective Toast-Minder “watches” the toast 
and removes it automatically the moment it’s 
ready. Toasts both sides of two slices just as 
wanted. Full Chromium Finish. 


A New Low Price for a 
New High in Fall Sales 


Was $14.95 
NOW $ 1 222 


Toaster sales increase during the Fall Months—yours can be doubled 
by featuring these new UNIVERSAL’S which challenge the field for 
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and games, and demand for fall 
sports accessories has been heavier 
to date than a year ago at this time. 
There is abundant evidence not only 
that more hardware dealers will 
carry stocks of gift goods and toys, 
but that they are determined to 
order liberal supplies and avoid 
shortages. Jobbers have been able 
to fill early orders complete, but it 
usually develops later each season 
that the more popular lines run 
short. The manufacturers are already 
passing out this caution. New prices 
for 1938 on baseball bats recently 
announced show an increase of about 
five per cent on the better qualities 
and about ten per cent on the cheap- 
er grades. 
* * % 


Copper market—Among buy- 
ers of electrical and other copper 
lines, there is much interest in the 
current copper market, which, by 
reason of more moderate buying, 
seems not nearly so strong, partic- 
ularly in the export field. Some sales 
abroad have been made even under 
the fourteen cent domestic wholesale 


level. The fourteen cent price, 
however, seems to be holding well. 
and observers feel that the domestic 
demand will recover sufficiently to 
sustain that figure. July statistical 
figures showed a drop in the appar- 
ent rate of consumption, of about 
one-third compared with the spring 
demand. This was not as serious a 
decrease as it seemed, in view of the 
extraordinarily high and speculative 
rate of sales during the first quarter 


of the year. 
* * * 


Radio and electrical lines— 
Sales of radio receiving sets are 
opening up very actively, and a sure 
gain is expected, over the good sales 
records of last September. On RCA 
vacuum tubes the dealer bonus plan 
which has been in effect seems to 
have effected the desired results in 
encouraging dealers to purchase 
larger quantities. The ten per cent 
quantity bonus on 100 tube orders 
or over of certain standard patterns 
expired on September 1, and reg- 
ular schedules are expected to hold 
for the remainder of the year. Some 
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unsettlement in prices on rubber- 
covered wire is noted in the tendency 
of a few manufacturers to break 
away from the established schedule, 
and to return to the January figures. 


* * * 


Steel output—Steel ingot pro- 
duction last week made a slight gain 
to 84.1 per cent of capacity, com- 
pared with 83.8 per cent a week 
previous and 71.5 per cent a year 
ago. Demand from the construction 
industry remains very light, being 
about 12 per cent under last year, 
to date. However, the general de- 
mand now opening up from the 
smaller industries throughout the 
country probably will add sufficient 
momentum to hold the present pro- 
duction rate rather steady. Agri- 
cultural implement makers continue 
to make their heaviest purchases in 
several years of bars and other steel 
products. The large demand from 
the motor industry has been missed 
recently, while factories have been 
closed for new model change-overs. 
Car production, however, is not bad, 
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CASH IN ON GEM J 
SENSATIONAL OFFER 


—————— 


















Your Customer Tests the Two Extra Trial Blades FREE! CHROME-PLATED GEM RAZOR 


Money Back if He Doesn’t Get the World’s Best Shaves! 5 GEM BLADES PLUS 


Backed by powerful color advertising and black-and-white 2 FREE TRIAL BLADES 
advertising in leading newspapers all over America, this 1938 STREAMLINED 
offer is bound to make selling history! WASHABLE CASE 
Note the amazing value: The de luxe chrome-plated Gem 
Micromatic Razor; 5 Gem Blades plus 2 extra Gem Blades (free 
for testing) ; the new 1938 Streamlined Washable Case obtainable 





in 4 smart colors that blend with the modern bath-room. Note the Be sure you have ample stock when advertising 
low consumer price of 69¢—and the unconditional money-back appears. Display the sets liberally; make this the 
guarantee. You’re selling not just a razor, not just a terrific value, year’s biggest and most profitable promotion for 
but positive, guaranteed shaving superiority. Your customers can’t you!...Gem Division, American Safety Razor 





resist this beautiful set, this risk-proof offer! Corporation, Brooklyn, N. Y. 





SEND FOR FREE STORE DISPLAY MATERIAL 
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totaling 83,000 units during the last 
week in August, against 59,000 in 
the same week of 1936. When the 
new models are available, the coun- 
try’s improved buying power is ex- 
pected to keep the motor manufac- 
turers busy, and their contribution 
to steel production is expected to 
fully recover. The price changes on 
automobiles thus far announced 
have been very moderate, and will 
not over-reach the public’s ability to 
pay. 
oa * * 


Freight carloadings—During 
the week ended August 21, loadings 
were reported at 781,247 cars, 
slightly ahead of the preceding week 
and 6.2 per cent better than the 
corresponding 1936 figure. Increased 
loadings in all classifications of 
freight were noted, except coal and 
coke. Commodities hauled by truck 
continue to show tonnages well above 
last year. June truck hauls gained 
15.81 per cent over June, 1936, but 
in July were only 3.9 per cent ahead 
of last July. 


+ + 


Electric power—Electrical 
output for power and lights, in the 
August 21 week, established a new 
high record of some 2304 million 
kilowatt hours. The increase over 
the corresponding 1936 week was 
ten per cent. The production rate 
reflects the increased demand for 
air-conditioning during the extended 
period of hot weather, as well as the 
generally high level of industrial 
demand. The present high rate of 
demand for current gives rise to 
some question whether the country’s 
present generating capacity is suf- 
ficient to keep pace, during perhaps 
better months ahead. 


> -— © 


Retail sales—Several recent 
announcements of sales figures, show 
a still moderate trend of increase 
over last year’s similar records. 
Washington reports that general 
merchandise sales in the small town 
and rural areas during July ran 
about four per cent above a year 
ago, though July decreased about 
22% per cent from June. The very 
conservative rate of all consumer 
buying this summer is significantly 
shown by the statement that the 
daily average sales of grocery chain 
stores during July were 31% per cent 
under those for July, 1936. 


* + 


Inviting stores—Vacationsand 
hot weather, combining to keep 
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shoppers away from their accustomed 
stores, have been the very incentives 
for a fair showing of August ac- 
tivity among hardware retailers. A 
well-planned hardware store carries 
many attractive accessories for hot- 
weather comfort, and it is, or should 
be, headquarters for camping, out- 
ing and fishing equipment. Summer 
buyers, once inside the store, are 
readily tempted. Frequent cash 
sales to visitors and tourists are the 
reward of a central location, of well- 
arranged windows, and of roadside 
publicity. House furnishings, espe- 
cially glassware and electrical ap- 
pliances, even furniture, have gained 
steadily in sales, whatever may have 
been the quietness of general hard- 
ware lines. The selling of luggage 
was never more active, and will con- 
tinue alive during the “away-to- 
school” movement, and the recurrent 
birthday and holiday demand. Re- 
tailers report generally successful 
clearance sales of summer odds-and- 
ends, with little or no troublesome 
carry-over, and with “clean decks” 
for incoming fall merchandise. Job- 
bers expect a real rush in Septem- 
ber, as many stores have yet to 
acquire the major portion of their 
fall requirements. 


* * * 


Fall expectations—Not  dis- 
couraged by the fact that the sum- 
mer slump has been very real, 
retailers are unshaken in their con- 
fidence in a very active and profit- 
able fall, and are entering that 
period with determination to push 
for a record volume. Just as the 
wave of conservatism spread rapidly 
among buyers during the early sum- 
mer months, the returning wave of 
confidence, already noted, is likely to 
gain sharp impetus from the encour- 
aging factors underlying trade. Not 
only will the farm population have 
a greatly increased income, but 
labor, now receiving a more generous 
reward, will more effectively join 
the spending group. Interest rates 
are conducive to healthy business ex- 
pansion, bank credit for business is 
available at attractive interest rates, 
and the country’s needs are far from 
satisfied. 

* * * 


Factory activity—While op- 
erations at most plants have grad- 
ually receded during July and 
August, there has been the offset of 
unusual activity in several fields, in- 
cluding agricultural implements, air- 
conditioning, refrigerators, and elec- 
trical goods. Mills in general report 
that new orders during the summer 





have continued to lag behind ship- 
ments, and there is no doubt that, in 
most lines, a heavier flow of orders 
is needed to keep them busy. This 
ordering is starting now, moderately 
and normally, and without the in- 
ducement of cut prices. In fact, the 
steadiness of prices for the past few 
months, under declining production, 
has been notable, and can only be 
explained by the realization that 
actually higher costs prevail in ma- 
terials and in labor, and by the cer- 
tainty of the fall upturn. 


* * 


Commodity prices—While the 
wholesale commodity price indexes 
have decreased during August to a 
low mark for the year, the recent 
changes have been due chiefly to 
farm products, including cotton, 
while there has been a fair steadi- 
ness in metals and other classifica- 
tions composing the index averages. 
On August 27, Moody’s index of all 
wholesale commodities reached 196 
per cent (of December 1931) com-_ 
pared with a high of 228 per cent in 
April, and with last year’s low of 
162.7 per cent. The prices of food- 
stuffs have edged downward—the 
most recent Dun & Bradstreet weekly 
index standing at 2.87, about even 
with a year ago, and compared to 
1.91 in 1933. 


* + 


Farm affairs—Recent rain- 
falls over the grain belt were gen- 
eral, especially favoring the corn 
areas. The corn crop needed this 
relief, as serious deterioration had 
been threatening from preceding hot 
waves. Recent weather has been 
favorable for harvesting and thresh- 
ing, and good to excellent spring 
wheat yields are being reported 
from many areas long without a 
really good crop. Rains in Oklahoma 
and Kansas have been the best en- 
joyed there for a long time, and will 
help greatly to condition the soil for 
fall field operations. Prosperity for 
the farm population is assured by 
the bountiful yields of corn, wheat, 
and pasturage, and, ‘in general, of 
fruits and vegetables. Missouri re- 
ports the largest tomato crop in six 
years, promising a banner business 
for the canneries, and a further con- 
tribution to the large tonnage of tin 
plate already in production and on 
order. The year will again prove 
that the farmer is generally better 
off in periods of good crops and fair 
prices, than in seasons of small 
crops with high prices. 
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THERE’S LITTLE DIFFERENCE IN THE SIZE OF | 
THE WORLD’S 9 BIGGEST STEEL ARCH BRIDGES 
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HARBOR BRIDGE—SYDNEY, AUSTRALIA 





CHANNEL SPAN—1,650 FT. 


... but the world’s BIGGEST MAGAZINE: 


is double the size of the next biggest! 


T MAY be necessary to stock an occasional “‘shelf- 

warmer’ to satisfy the whim of some favored cus- 
tomer. But the items that move out in volume bring 
you the profits. That’s why it’s wise to stock products 
that are advertised in The American Weekly. For, 
with a weekly circulation that reaches 1/5 of ail the 
families in the country, this publication provides twice 
the coverage of any other magazine in the world! 

Each week The American Weekly is read by 
6,000,000 families, comprising approximately 
24,000,000 people. And 87% of this vast circulation 
is concentrated in the rich buying areas where 68% of 
ALL the country’s families 
live and where 80% of 
ALL retail sales are made. 
In these areas are located 
all the cities of 10,000 or 
more population, in most 


of which The American 


The 
AMERICAN 
WEEKLY 





aah. 





6,000,000 NEAREST 
WEEKLY COMPETITOR 
CIRCULATION CIRCULATION 


**The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 


Weekly is read regularly by from 1 out of every 5... 
to 1 or more of every 2 families. 


This is the tremendous sales-backing that builds 
bigger volume and profits for retailers who feature 
products that are advertised in The American Weekly. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the great Hearst 
Sunday newspapers. In 630 of America’s 995 towns 
and cities of 10,000 populdtion and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 196 cities, it reaches better than 
one out of every two families 


In 146 more cities, 40 to 50% of the families 

In an additional 124 cities, 30 to 40% 

In another 164 cities, 20 to 30% 
... and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


TH ENN ERICAN 
in the World WEEKLY 


, 
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Predict Court Decisions Will Relax 
Severity of Price Legislation 


HE prediction that court de- 

cisions will progressively relax 
the severity of price legislation, not- 
ably the Robinson-Patman Act, pos- 
sibly even with the paradoxical 
result of completely reversing the 
avowed purpose of these laws to 
suppress the chain store, is made in 
“Business Under the New Price 
Laws,” a book by Burton A. Zorn 
and George J. Feldman, just pub- 
lished by Prentice-Hall. 

Mr. Zorn is general counsel for 
the N. Y. State Labor Relations 
Board and was chief of trade prac- 
tice, compliance division, and coun- 
sel for NRA in New York State. Mr. 
Feldman, a Washington attorney 
specializing in trade commission 
practice, was formerly with the Fed- 
eral Trade Commission. Economic 
collaborator in preparation of the 
book was Saul Nelson. 

Characterizing the Robinson-Pat- 
man Act as legislation that “com- 
bines breadth of application with 
minuteness of control and vague- 
ness of implication” and expressing 
doubt as to the economic desirabil- 
ity of resale price maintenance 
legislation, the authors outline in de- 
tail the history and ramifications of 
the various price laws and examine 
the dangers to be encountered and 
the precautionary measures to be 
undertaken. 

The resale price maintenance 
laws which have been enacted in 
forty-one states the authors de- 
scribe as a “far more direct and 
more questionable approach” to 
the problem than is the Robinson- 
Patman Act. By itself, they ob- 
serve, the Robinson-Patman Act 
could not furnish a complete so- 
lution to the problem of price 
cutting, since nothing in the Act 
can prevent a store from allowing 
far Jess than its average markup 
on selected items of merchandise 
or even from selling certain ar- 
ticles at or below actual invoice 
cost. The only means of prevent- 
ing such acts is to extend control 
to the retail price Jevel itself, and 
this has been done through resale 
price maintenance and “loss-limita- 
tion.” Here, too, Zorn and Feldman 
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discern far-reaching potential dan- 
ger: 

“The only state law which af- 
fords a remedy to the consumer for 
an attack upon the reasonableness 
of the price fixed is that of Wis- 
consin. Whether such a safeguard 
is necessary, only experience can 
show. The possibility that a few 
manufacturers and dealers may use 
the law to establish excessively 
high prices is a likely one. Manu- 
facturers, in setting resale prices, 
may be primarily concerned with 
insuring the retailer a large enough 
margin to insure his active co- 
operation in the marketing of his 
product. Competition among man- 
ufacturers may, in some cases, even 
result in the offering of more and 
more attractive margins to their 
distributors.” 


Minuteness of Control 


Examining the Robinson-Patman 
Act, the authors observe that, in its 
quest to regulate each individual 
sales transaction, the Act sets up a 
minuteness of control that is of 
revolutionary proportions, but, para- 
doxically, expresses this control 
frequently in ambiguous and con- 
flicting terms. The consequence is 
that “the business man is forbidden 
to do many things and required to 
perform many others; but neither 
that which is forbidden nor that 
which is required is clearly defined. 
He may find himself violating the 
law when he is most scrupulously 
attempting to obey it; and, con- 
versely, he may find that actions 
which he considered of doubtful 
legality are perfectly proper.” 

Anticipating the argument that 
earlier antitrust legislation estab- 
lished standards no more specific 
than the recent legislation, yet pro- 
vided useful guides, the authors cite 
two important differences which, 
they imply, will have profound in- 
fluences on the application of the 
price laws: 

“In the first place, both the Sher- 
man and Clayton Acts had a well- 
defined philosophy that met with al- 
most unanimous public approbation 

the belief that monopoly was evil 


and should be curbed. The Robin- 
son-Patman Act, on the other hand, 
has a purpose far more debatable, 
and about which thinking men dif- 
fer freely—the suppression of the 
chain store. Equally disputable is 
the question whether the avowed 
purpose of the Act can be achieved 
or whether, in terms of actual oper- 
ation, it will not further weaken the 
position of the independent and in- 
crease the power of the chain.” 

Similarly of significance, the 
authors emphasize, is the fact that 
the older laws applied almost en- 
tirely to the business policy of the 
monopolist, and the vast bulk of 
business enterprises was entirely un- 
affected by their provisions, whereas 
the Robinson-Patman Act affects the 
policy of almost every concern in the 
country whose business may be 
classed as interstate. 





Display and Demonstrator 





Provides a means of demonstrating 
all of the Dazey Kitchen Aids right in 
the store. Features each of the com- 
pany’s six devices — the three can 
openers, the DeLuxe, the Senior and the 
Junior, the Dazey Sharpit, Dazey Juicer 
and the new Dazey Opn-Seal. An extra 
wall bracket, similar to the ones in- 
cluded with each of these devices, is 
fastened permanently to the front of 
the stand. The salesman can slip any 
one of the devices into this bracket and 
show the prospect exactly how it will 
work. Display is strongly built, and 
is lithographed in five colors. It is sent 
free to the purchaser of only two of 
the six Dazey devices. Dazey Churn 
and Manufacturing Company, St. Louis, 
Mo. 
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Fast moving stocks... like 
J&L Nails...gather no dust 
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They assure quick turnover 


J&L Bright and Galvanized Nails 
and Staples move fast. Users like 
their uniform high quality and ap- 
preciate the full quantity of well 
formed nails and staples they get 
in every pound or keg they buy. 


J&L Nails are formed to accu- 
rate dimensions in specialmachines. 
J&L Galvanized Nails, in the Green 
Keg, are thoroughly and smoothly 
coated by an improved hot process, 


to give long life and maximum re- 
sistance to corrosion. You sell J&L 
Nails and other wire products .. . 
Barbed Wire and Woven Wire 
Fence . . . with the assurance that 
they will give your customers com- 
plete satisfaction through long 


years of service. 
Jones & Laughlin Wire Products 
move fast . . . they satisfy your 


customers. Stock J&L. 


JONES & LAUGHLIN STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 


MAKERS OF HIGH QUALITY IRON AND STEEL PRODUCTS SINCE 1850 

















Some of the models shown at 
the exhibition recently staged 
by the New York Society of 
Model Engineers, an organi- 
zation of model makers. 





It takes time to build a railroad system like this—time and tools. And it’s up 
to the hardware dealer to sell the tools to the builder. 


VER since a pocket knife 
was first used to whittle 
away a block of wood, the 


fascination of model-making has 
grown wider and wider in its 
scope until today little is left that 
has not been reproduced in minia- 
ture. The latest manifestation of 
this desire to make things is the 
built-to-scale working models of 
engines, railroad systems, trolleys, 
airplanes, boats, etc. 
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These scale models are faithful 
reproductions of their larger pro- 
totypes. They all go. Their effi- 
ciency of operation is one of the 
finer points of the model-makers’ 
craft. Each is micrometer-gaged 
to the smallest detail, be it a 
small boat or a complete rail- 
road. 

This desire for realistic effect, 
both in detail and in operation, 
is opening a valuable and almost 





Take The 
to New 


It's a Growing Source 
of Interest to Many 
Individuals and Can 
Be Made a Growing 
Source of Profit to 
Hardware Dealers 


unlimited market for the hardware 
dealer who can supply the model- 
makers’ needs. The model en- 
thusiasts’ equipment will often 
represent an investment of several 
thousand dollars for they are alert 
and anxious to extend and im- 
prove their hobby, making it as 
complete as possible. 

Here the hardware dealer is in 
a particularly advantageous posi- 
tion for he already stocks and 
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sells precision tools, power tools, 
and other home workshop lines. 
From this basic equipment the 
dealer can proceed to sell assem- 
bly kits for railroad models, plans 
for model ship building, etc. Or 
he may choose to sell the finished 
railroad sets, engine, cars, tracks, 
signals, stations, etc., much as he 
already sells toy trains. 

To gage the sales opportunities 
in, let us say, built-to-scale rail- 
roads, let us see what the model 
craftsman may purchase and the 
prices he will pay. He may pur- 
chase a complete assembly kit of 
die-cast parts, consisting of the 
engine and three passenger cars 
(two Pullmans and one observa- 
tion car) or a freight assembly 
kit consisting of an engine, three 
cars and one caboose. These out- 
fits retail for $99.50 and require 
no machine work, drilling, etc., 
and all parts are ready to assem- 
ble. Or a completely assembled, 
painted, lettered and ready-to-run 
locomotive may be purchased for 
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Speed boats, reduced in size, 

yet constructed to scale and 

powered with engines that 

function, present opportunity 
for hardware profits. 


A. W. Gerstner & Co., New York, was awake to its opportunities when it 
featured this display of tools at the recent modef exhibit. 


$68.80. Single cars, complete or 
in assembly kits, sell from $8 to 
$12 and the latter from $6 to $9, 
respectively. 

A kit of standard track mate- 
rials will include brass _ rail, 
fibroid ties, fishplates, third rail, 
third rail supports, and spikes, 
with a retail value of about $10. 
Buildings such as stations are of 
wood and milled especially to 
represent shingles and_ siding. 
They have real window and door 
frames with unbreakable _trans- 


parent window panes, and hinged 
paneled doprs. The buildings 
come assembled or in complete 
kits, with all parts cut to shape 
and size with full instructions. 
Other railroad equipment includes 
tunnels, signals, and a_ central 
control switchboard. 

Interurban cars are in motor 
unit assembly and trailer assem- 
bly kits and sell for $17.50 and 
$6 respectively and also finished 
motor units and finished trailer 


(Continued on page 112) 




















Does the Moss-Grown Catalog 
Need a Dose of Sales Punch? 


VERY year hundreds of thou- 
sands of dollars are spent on 
catalogs. All manufacturers 
and wholesale distributors who offer 
a long line of goods take great pride 
in these catalogs. Every two or three 
years they get out a new one. This 
is an event to celebrate. 

One wholesaler I knew in the 
hardware business called his catalog 
an “encyclopedia of hardware 
knowledge.” He was right. It was 
an encyclopedia, and like all encylo- 
pedias, was mainly used as a book 
of reference. 

Those who issue catalogs have sev- 
eral purposes in view. One is that a 
catalog is to act as a key to the 
dealer’s stock of goods. It contains 
numbers, sizes and descriptions. It 
is invaluable for use as a reference. 
Another is that it is to serve as a 
help to the retail dealer in selling 
goods to consumers, and in making 
up mail orders. 


Why It’s Misused, 
Neglected 


All those who issue catalogs 
rather delude themselves, I think, 
with the old-time idea that catalogs 
sell goods. In the old horse-and- 
buggy days, when the salesman had 
plenty of time. he would sit down 
with his customer, turn through the 
pages of his catalog from cover to 
cover, and the catalog was a real 
selling help. But now the average 
merchant thinks he is too busy to do 
this. He has a want list. Buying 
and selling are done quickly. In 
most cases the catalog is truly an 
encyclopedia, and is used by the 
salesman and the buyer only as a 
book of reference. Of course the 
salesman in writing up his orders 


*Reprinted from Sales Management 
by special permission. 
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By SAUNDERS NORVELL* 


does refer to his catalog to get num- 
bers and sizes straight. 

I have been wondering whether, 
with the introduction of a few new 
ideas, the old line catalog could be 
doctored up so it would actually 
help in selling. Suppose a salesman, 
let us say in the hardware line, is 
selling a merchant his spring order. 
As a rule, the hardware catalog is 
arranged alphabetically. It is not 
arranged in groups of goods that sell 
at the same time. For instance, a 
hardware catalog usually starts with 
axes, all kinds of axes being grouped 
together, but if you wish to buy ax 
handles, you have to hunt up an- 
other part of the catalog where han- 
dles are grouped together. Then we 
travel along to hinges or butts. Here 
we will find in most catalogs that 
these goods are grouped together, 
but that door latches, door locks 
and goods that usually sell with 
butts and hinges are all listed some- 
where else. While I am now refer- 
ring to hardware, this is just as true 
of drugs, notions, toilet goods, dry 
goods, etc. 

The great art in sales manage- 
ment is getting the best results out 
of the average salesman. The best 
way to get these results is to make 
the selling of goods as simple and 
easy as possible for him. If a catalog 
is supposed to be a selling medium, 
why isn’t it planned on a selling 
basis? We all know that when a 
buyer’s mind is on one line of goods, 
it is comparatively easy for the 
salesman to interest him in related 
items. If a buyer asks for wire 
cloth, immediately after this is sold 
a properly trained salesman’s mind 
turns to screen doors, adjustable 
window screens, and then to butts 
for the doors, latches, door bumpers, 
etc. 

But if you refer to the average 
catalog, you will find all of these 


goods scattered in different parts of 
the book. Unless the salesman has a 
list of related goods on all lines, and 
unless this list shows the numbers 
of the pages in his catalog where the 
goods can be found, it is slow and 
hard work to hold the merchant 
down to the catalog while pages are 
thumbed to and fro. 

These ideas are not theory. They 
come from actual experience. I used 
these ideas in selling goods from the 
old line catalog, and found that they 
made it easier, saved my time and 
the dealer’s time, and led to much 
larger unit sales. 

Leave the good old encyclopedia 
just as it is, but somewhere in the 
center of the book let’s add a new 
section. In this section all related 
goods should be listed, and opposite 
each item, the page number where 
it can be found. When a salesman 
finds a dealer is in a hurry, instead 
of trying to persuade him to turn 
through the catalog page by page, 
he can have his prospect go over the 
list of related goods and seasonable 
goods—such as items that are used 
in the spring on the farm and in 
gardens, kitchen goods, etc. For in- 
stance, when you take a large cata- 
log and study the various items used 
in the kitchen, and classify these 
items into their various uses, you 
will be surprised to find what a long 
list can be made up. 


Add Seasonal Selling Ideas 


It wouldn’t be difficult to make up 
lists like this for the use of the 
salesman, and then have them 
printed on standard size catalog 
pages, sending them to the salesman 
to insert in his loose leaf catalog. 
I suggest the center of the catalog 
because, if the list is in the center, 
in seeking the various goods the 
salesman can work faster. In this 


HARDWARE AGE 








new customers, keep old ones sold — with Security 


Friction Tape. Security Friction Tape wins friends, 


makes sales everywhere — because it’s the quality 


ape that lives up to its name: Security. 





NON-RAVELING 
STRAIGHT TEARING 
HIGH TENSILE STRENGTH 
HIGHLY INSULATING 
STRONG ADHESION 


SECURITY BEYOND 
PRICE AND 
SPECIFICATIONS 
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center, or core of the catalog, I 
would introduce a new department. 
Its pages could briefly call attention 
to new goods that have been added, 
and a little selling talk could be put 
in, this followed always with page 
reference numbers. Then if the sales 
manager has ideas about selling cer- 
tain lines at certain seasons, he could 
digest his ideas, put them in this 
core of the catalog, and they would 
be at the finger tips of the salesman 
on the road. 

Of course, I know that sales man- 
agers send out weekly and monthly 
letters. They write the poor sales- 
man on every conceivable subject. 
The salesman is supposed to remem- 
ber all this good advice, but, as a 
matter of fact, he usually destroys 
the letter and forgets most of its 
contents—so the good work of the 
sales manager is wasted. 

If the salesman actually has to get 
into the middle of his catalog to do 
his selling, as he turns the pages to 
and fro carrying out the above plan, 
the merchant might be attracted by 
other goods that are illustrated. If 
this set-up were adopted, instead of 
the salesman planting his catalog on 
the merchant’s counter or desk, with 
the merchant getting out his want 
list and tackling the first thing, the 
good old encyclopedia could be 
brought into action with some real 
selling force. 

Going back to new goods, how 
many wholesalers and their salesmen 
realize that when they have been per- 
suaded to adopt new lines, these 
goods are buried in their encyclope- 
dia “mausoleum”? The new goods 
are just listed, among similar items. 
The salesman is not familiar with 
them. The retail merchant has never 
heard of them. Is it surprising that 
it is so difficult to sell new goods to 
wholesalers? Is it surprising that 
the salesman is told, “All right, 
when you build up a demand for 
these goods, when we have calls for 
them, we will add them to our line”? 

It does take advertising, money, 
and time to build up a consumer de- 
mand so strong that the dealer will 
grasp the salesman by the arm and 
say, “Hold on there, feller, until you 
sell me some of those new goods I 
have seen advertised!” The theory 
is that the demand should work 
from the consumer through the re- 
tailer to the jobber and the manu- 
facturer. That is all right. But on 
the other hand, why not have a little 
of the work come from the whole- 
saler through his salesman to the 
retailer? Maybe if the retailer were 
reminded, he would remember that 
he had had calls for these new 
goods. But if he is not reminded, it 


almost takes an earthquake to get 
these goods on his list. 

In these days of statistics and rec- 
ords and keen study of inventory 
turnover, if a buyer does happen to 
take a chance on some new goods 
and if these goods, because they are 
buried in the encyclopedia, do not 
move, what happens to the buyer? 
He is criticized for buying them. 
After being criticized a few times, 
the average buyer, who is usually 
on a salary and wishes to hold his 
job, becomes “leery” of new items. If 
he does not buy them, then at in- 
ventory time they are not in stock. 
Therefore there is no criticism. 

My experience (and I say this 
with all due respect to the buyer 
because I don’t blame him) has 
been that in pushing new goods it 
is frequently necessary to enlist the 
assistance of the sales manager and 
even the president to get the buyer 
to come across. I have had buyers 
say, “All right, if you fellows wish 
to get stuck on these new goods, I 
will buy them, but I wish it known 
as a matter of record that I buy 
them under protest.” 

Let me add that if some deter- 
mined manufacturer has managed to 
force his new goods through the 
buyer into the catalog, his efforts 
should not stop there. He should 
look at that catalog and see what 
happens to his new goods. He should 
try to check up on the matter that is 
written to the salesmen about the 
new goods. 


Everybody’s Stepchild 


At one time I was with a large 
manufacturer who sold to practically 
all of the leading wholesale houses 
in the country. One day at a sales 
meeting I asked this question: “How 
much do you know about how your 
goods are presented and illustrated 
in your wholesalers’ catalogs? How 
much have you studied these cata- 
logs? How many of these catalogs 
have you on hand?” 

There was a dead silence. Not- 
withstanding the great advantages 
to be derived from having goods 
properly presented in the wholesal- 
ers’ catalogs, notwithstanding that 
this concern had the largest business 
of its kind in the country, there 
never had been a systematic, thor- 
ough check-up on jobbers’ catalogs. 

We immediately went to work on 
this problem. Some of the things 
we discovered were startling. For 
instance, one wholesaler had for- 
merly pushed a competitor’s line. 
Then he decided to push our line. 
When we checked up his catalog we 
found that it had eight pages de- 
voted to the competitor’s line and 


only two pages to ours. In other 
words, when the change was made 
in the selling policy of the house the 
catalog was left entirely out of the 
deal! No one checked back, and as 
far as the salesman and the retail 
dealers were concerned, they were 
still pushing the other line of goods. 
At least you would think so from 
the catalog representation. 

“Measured Selling Methods” is a 
pamphlet issued by Trade-Ways, 
Inc. It contains a chart indicating 
that since 1912 the output per 
worker employed in manufacturing 
plants has increased 90 per cent—a 
marvelous record of improvement in 
production efficiency. But sales per 
person employed in retail and whole- 
sale establishments, while they 
moved up in the 1920’s, show on the 
whole a distinct downward tendency. 
The average worker has almost 
doubled his production. Yet in spite 
of all the intensive effort put into 
sales management, in spite of un- 
doubted improvements in advertis- 
ing, merchandising and displays, the 
average salesman today handles no 
greater volume, in fact a little less 
than his predecessor was handling 
25 years ago. 

The foregoing is quoted almost 
verbatim from this pamphlet, and it 
makes me smile, because frequently 
some young salesmen I meet say: 
“Well, of course that was all right 
in your day, but today everything is 
entirely different.” These young 
blades don’t seem to have a high 
opinion of the old-time salesman. 
Therefore, I must admit it gives me 
a pleasant sensation to note that 
these old-time salesmen, without all 
of the fancy trimmings of today, 
sold more goods per man than do 
the present-day salesmen. 

When salesmen do nothing to find 
out how much stock the retailer has 
on hand, the average order obtained 
is $1.55, according to Trade-Ways. 
When the salesmen look at the stock 
on hand, the sales jump up to an 
average of $2.41. When the sales- 
men ask the dealer how much he 
has on hand, the average sale is 
$3.41; and when the salesmen han- 
dle the stock and make a physical 
check-up of the amount on hand, 
telling the dealer the amount, the 
average sale jumps up to $6.12. 
These figures appeal to me because 
when I was a salesman—and that 
was back in the early youth of 
Methuselah—I always found that 
when I didn’t have that tired feeling 
and took the trouble to check up 
the dealer’s stock, my sales in- 
creased. And they increased in al- 
most the exact proportion shown in 
the Trade-Ways table. 
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“It’s brought me many new customers’. 


“At the same time my old customers 
began to buy more, not only the little 
everyday needs, but miles of fence and 
bales of roofing. Seemed like they were 
just waiting for me to connect with Con- 
tinental before they started their im- 


“Yes, I had my share of business before 
—a good class of steady customers, 
already in the habit of coming to me for 
anything in my line. My sales were 
consistent with the size of the com- 
munity and with economic conditions. 
How could I hope to do much better? 


“But I took on the Continental 83 line, 
mainly because of the complete, com- 
mon-sense dealer cooperation that Con- 
tinental gives. Then things began to 
happen. I saw new faces in the store— 
men asking for ‘Flame-Sealed’ fence, or 
wanting to see the new “Tyl-Lyke’ roof- 
ing. Some bought right away, some said 
they were figuring on fencing or build- 
ing. All bought something or other. 


provements. Believe me, those extra 
sales are real velvet.” 


Don’t be content with an ordinary share 
of your community trade. See how much 
more you Can capture .. how you can actu- 
ally create new business .. when you have 
real headline features, consistent quality, 
a complete line, and hearty cooperation 
from a factory that is dealer-minded. 
Write today for full particulars of the 
Continental “83” line and the Continen- 
tal merchandising program for 1938. 


CONTINENTAL STEEL CORPORATION 


General Offices: Kokomo, Indiana e 


Plants at Canton, Kokomo, and Indianapolis 
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WALTER L. WENTE, 
senior partner in the firm of 
Walter L. Wente & Sons, man- 
ufacturers’ representatives, has 
been affiliated with the in- 
dustry since January, 1874, at 
which time he started with 
Howell, Gano & Co., Cincin- 
nati, serving that company as 
office boy and later as billing 
clerk. In 1876, he became an 
employee of H. A. Langhorst, 
remaining with that hardware 
concern until 1886, when he 
resigned as general manager 
of the company to organize the 
firm of Wente & Parent, Mem- 
phis, Tenn., retail hardware 
dealers. For his health he 
moved further north to Newport, Ky., in 1890, where 
the firm of Wendt & Wente was formed, with Edward 
Wendt as a partner. That firm being dissolved in 1895, 
Mr. Wente became a traveling representative for Wilcox 
Mfg. Co., now part of Richards-Wilcox Mfg. Co., cover- 
ing Ohio, Indiana, Michigan, western New York and 
western Pennsylvania. In 1899, he again entered business 
for himself as a manufacturers’ representative covering 
southern states. At that time he represented the former 
Wilcox Mfg. Co., Witt Cornice Co. and W. C. Heimer- 
dinger Co. He now represents Witt and Heimerdinger 
and also Richards-Wilcox as well as John S. Tilley Lad- 
ders Co., Crescent Scoop Co. and Seidel Mfg. Co. He 
was joined by his son Frank H. in 1917, and by another 


WALTER L. WENTE 
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son W. Charles Wente in 1920, with whum he continues 
to cover the southern states. Offices are maintained in 
Cincinnati, Ohio and in New Orleans, La. Walter L. 


Wente is a member of the Old Guard Southern Hardware 
Salesmen’s Association, and became a member of that 
organization shortly after its formation. 


ROBERT STEWART, re- 
tired wholesale hardware 
salesman, who has been taking 
life easy since his retirement 
three years ago, had the un- 
usual distinction of being 
affliated with one organiza- 
tion for sixty-five years. His 
entire business career was de- 
voted to the present Supplee- 
Biddle Hardware Co., Phila-| 
delphia, Pa., and one of its 
predecessors, the former Bid- 
dle Hardware Co. As a boy 
of sixteen, back in March, 
1868, he started running er- 
rands for the Biddle house and 
four years later became a 
stock clerk thus familiarizing 
himself with the organization’s lines in preparation for 
his later activity as a salesman. For a time he served 
the house as city or “pick up” buyer, his duties being 
to get from other wholesale hardware houses items which 
were needed to complete orders. After four years as 
“pick up” buyer he was given charge of Pennsylvania 
orders. His next responsibility was a territory compris- 
ing the state of Georgia and the eastern part of both 
Tennessee and Alabama. When it was discovered that 
the southern climate was not conducive to good health 
for Mr. Stewart he was moved further north to travél 
the hard coal district of Pennsylvania as well as eastern 
Delaware and the eastern shore of Maryland; He was 
going strong until 1933 when an illness convinced him 
that he would be better off if he retired to lead a less 
active life. Mr. Stewart’s hobby has long been the 
hardware industry and in recent years he has taken con- 
siderable interest in children’s recreational work. In all 
his years of travel he preferred to use public conveyances 
and never used an automobile to make his calls. At the 
present time he is interested in many activities and 
although he recently celebrated his eighty-fifth birthday 
he continues to enjoy making short trips to the seashore 
and to the country. 


ROBERT STEWART 
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THE VOICE OF QUALITY SPEAKS 


THE MARTIN-SENOUR CO. 


IS HAPPY TO ANNOUNCE 
A COMING EVENT 


that will make The Martin-Senour Line 
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more impressive, more desirable, more 
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popular than ever before —a standout 


for both wholesaler and dealer. 


The MARTIN-SENOUR Co. * Chicago, Illinois 


WATCH FOR THE NEWS! 
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“Pioneers” celebrating during the 
Fiesta week stop in front of 
“Brownie’s Trading Post,” with “six 


“Ratner’s Out-post” displayed mod- 
ern merchandise in a “wild west” 


shooters” and frontier day attire 


very much in evidence. 








type store front setting. 


San Francisco Dealers Boomed Sales 
By Going “Wild West’ During Fiesta 


ARDWARE dealers in 
H Polk, Vanness and Lar- 

kin Sts., San Francisco, 
recently went “Wild West,” with 
other merchants in that area as 
their contribution to the city’s 
celebration of the opening of the 
Golden Gate Bridge. By turning 
the district into “Polk Gulch” 
during the Golden Gate Bridge 
Fiesta, merchants in that area at- 
tracted huge crowds of shoppers, 
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day and night. Business was good 
in the district as the result of the 
excellent re-creation of some of 
the atmosphere of the days of ’49. 
More than 160 merchants in the 
district had their stores faced with 
false fronts, typical of “gold rush” 
days. Merchants and their sales- 
people added “frontier” atmos- 
phere by attiring themselves in 
appropriate costumes. 

E. H. Brownstone, Brownie’s 


Hardware and House Furnishing 
Store, 1540 Polk St., president of 
the local Merchants Association, 
led other merchants in dressing 
up himself and his store for the 
event. Brownie’s store was cov- 
ered with a false front of canvas 
painted to simulate a frontier 
style log cabin store, typical of 
Virginia City, Tombstone and 
other frontier and mining 
towns. Some of the signs at 
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@ The most important point of all in selecting a line of 
Electric Pumps is to be sure that they will please your 
customers. Not only when first installed but for years 
afterward. You can win the good will of your trade by 
recommending Hoosiers. 


SELL HOOSIER ELECTRIC PUMPS 
AND COMPLETE WATER SYSTEMS 


Hoosiers are a good profit line because they are of highest 
quality throughout, extra-sturdy and need less servicing. 
Built by specialists with more than 70 years of water sup- 
ply experience. Nationally advertised and nationally re- 
spected. Write for free literature and dealer proposition. 


FEATURES! 


Complete line of fast 
selling models for 
DEEP or SHALLOW 
WELLS. 

Protecting chamber 
prevents mixing of oil 
and water. 
Galvazink inside and 
out—ends rusty 
water. 

High grade, refrigera- 
tion type motors. 


FLINT & WALLING MFG. CO. 


988 Oak Street, Kendallville, Ind. 
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Brownie’s were these gems:— 
“Stages every 30 days”; Free 
hitching posts”; “Miners Grub- 
staked”; “Leave your firing arms 
outside” and “Deliveries made by 
burro.” 

To further add the early west- 
ern day atmosphere in his store 
Mr. Brownstone attired himself in 
a hair vest, boots, jeans, bandana 
handkerchief and a “ten gallon” 
hat. A cartridge belt around his 
waist displayed a “six shooter.” 
His sales force was also outfitted 
with *49 costumes. 

The Charles E. Davis Hardware 
Store was labeled “Charley Davis 
Curio. Store — General Merchan- 
dise.” Mr. Davis also displayed 
a sign, in red letters of a style 
current in *49, reading, “Hard- 
ware—P ots—Crockery—Mexican 
Goods.” Like other hardware 
dealers Mr. Davis’ store had signs 
with a mixture of capital and 
small or lower-case letters, with 
the letters “s” and “n” printed in 
reverse form. Although the E. 
Ratner Hardware store displayed 
modern merchandise in its win- 
dows the store front was made up 
as the “Ratner Out-post—Stoves— 
Gen. Merchandise.” Pioneer day 
items such as miner’s lamps, can- 
dles, picks and shovels, axle 
grease, etc., were advertised after 
the fashion of 1849. 

As another means of giving the 
“Gulch” the real ’49 appearance 
droves of burros were allowed to 
meander around the streets. Other 
burros, in teams, pulled “covered 
wagons” into the section. Fire 
hydrants and temporary hitching 
posts in front of the stores were 
used to tether these slow moving 
beasts of burden. 

Because no “Forty-Niner” cele- 
bration could be complete with- 
out bandits, a man impersonating 
the bandit, Joaquin Murietta, 


roved the “Gulch” the last three 


days of the fiesta. The “bandit” 
made “raids” on various stores 
and rushed into the streets fling- 
ing away much of his loot in the 
manner Murietta did in his day, 
as part of his policy of “robbing 
the rich and helping the poor.” 
A reward was posted for the 
“capture” of the daring bandit. 
One of the Polk St. banks dis- 
played an authentic copy of an 
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old museum handbill which ad- 
vertised that “The bandit Joaquin 
Murietta’s head is soon to be on 
view.” 

The merchants of “Polk Gulch” 
started the festivities with a cos- 
tume dance and arranged for 
street singers, musicians, dancing, 
carnivals and a bathing beauty 
contest for girls in 1849 attire 
competing with young women in 
1937 swimming suits. 





While all business districts in 
San Francisco cooperated in the 
Golden Gate Bridge Fiesta by 
staging some kind of local fiesta, 
the Polk St. business district had 
an outstanding celebration. The 
crowds that thronged the streets 
and sidewalks during the celebra- 
tion were so great that special 
police and traffic officer details 
were required to handle the pedes- 
trian and automobile traffic. 





Nine Ways to Get Names 


Some Effective Methods That Help the 
Dealer in Developing His Mailing List 


1. Present records are often over- 
looked. Check ledger accounts, 
C.0.D. orders, salesmen’s reports, 
cash sales tickets, correspondence 
files, office visitors. repair-part buy- 
ers. Train every person who con- 
tacts prospects and customers to be 
on the alert for opportunities for 
new names for mailing lists. 

2. Almost every publication which 
comes to your office is a mailing- 
list source; assign someone to check 
business pa pers, magazines, news 
items in daily papers for business 
changes reported, promotions, in- 
corporations, removals, new  enter- 
prises. Check daily business and 
trade papers, legal notices and sim- 
ilar sources. 

3. Directories: city, county, tele- 
phone, lodge, association, club, mem- 
bership lists, rental lists, attendance 
lists. There is a directory of some 
kind for virtually every kind of 
club, association or society. Tele- 
phone directories of any city may be 
obtained from the telephone com- 
pany at any time. 

4. Government records, many of 
which are published and available, 
afford excellent list opportunities. 
Tax records, automobile registra- 
tions, income-tax lists, lists of school 
teachers, and lists of other munici- 
pal, county or state employees pro- 
vide a rich source. Names of judges, 
commissioners, aldermen and other 
officials are easily available. 

5. Corporation statements, bank 
condition statements and year books 
are splendid sources. One company 
recently compiled an important list 
by writing several hundred com- 


panies for copies of their annual 
statements. Most bank statements 
show names of officers and directors, 
and bank statements are free for 
asking. 

6. Arrange to receive all free pub- 
lications such as lodge bulletins. 
club notices, bulletins, house organs, 
labor - union bulletins and similar 
periodicals, all of which carry lists 
of names of persons on committees, 
prominent members and other good 
lists. , 

7. Keep a visitors’ book or regis- 
ter and ask all visitors to sign the 
register, with home address. One 
company doing this obtains several 
hundred good names each year. An- 
other company has the purchasing 
department obtain two or three 
names from every salesman who 
calls. Have telephone operators keep 
names also. 

8. Appoint one clerk to receive all 
clippings, notices and circular mail 
after it has served its original pur- 
pose. Instruct everyone in the office 
to route all this material to this 
clerk, who checks it for names. Give 
every person in the office a memo- 
randum pad for the purpose of jot- 
ting down mailing-list names. 

9. Many companies overlook ex- 
change possibilities. Some of the 
best mailings many companies make 
are made to lists obtained by trad- 
ing. For example. an automobile 
dealer might exchange names with 
an oil-burner distributor, an office- 
supply dealer might trade lists with 
a radiator distributor, etc. 

—American Business 
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CAN’T BE STOPPED 


* 
IT WINS IN EVERY MARKET 


POL-MER-IK I$ 
THE EXTRA VALUE 
LINSEED OIL 


It sells at no extra cost. 

It is 100% pure linseed 

oil. Its extra value 

comes from the 10% of 

cooked, (polymerized) 
oil it contains. The value of cooked oil has long 
been recognized by paint manufacturers. They use 
it to give better gloss and greater durability to their 
paints—to get extra value into their product at no 
increase in cost. 


IN PAINT 


Now the extra value of cooked oil is available to the 
Master Painter through you, his dealer. He wants 
to add to and sell in his paint jobs the extra value 
that Pol-mer-ik gives. He wants Pol-mer-ik because 
he can get it at the same price as regular linseed oil. 


POL-MER-IK Linseed Oil increases your linseed oil 
profits. It brings new customers to your store. It 
enables you to feature and merchandise a nation- 
ally known, manufacturer guaranteed, quality- 
sealed product. Write your jobber for an assortment 
of sizes. 
FOR BEST RESULTS 
RECOMMEND POL-MER-IK 


ARCHER-DANIELS-MIDLAND CoO. 


MINNEAPOLIS, MINNESOTA 


WRITE FOR THE FOLDER: The com- 
plete story of Pol-mer-ik Linseed Oil 
and the value of cooked oil, briefly — 
clearly told. 
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ORDER — DISPLAY — 


Sell! "e 


AVAILABLE IN PINTS, 
QUARTS — AND IN ONE — 
TWO AND FIVE GAL. CANS sas 


eS 
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SCREW DRIVER 


The ONLY Practical Improvement 
Ever Made In A Screw Driver 


WHY? Because the NON-SKID Point “‘bites” the walls 
G-R-I-P-S, and stays in the slot... 
. Thus, the 


of the screw slot... 
the more you turn, the better it holds . . 
NON-SKID drives and removes screws with 
half the effort, prevents damage to the 
screw slot; damage to smooth and polished 


surfaces; injury to fingers and hands. 


Carpenters, home owners and mechanics 
also like the lustrous black, highly-insu- 
lated and hammer-proof handle, and the 
chrome vanadium rust-proof blade .. . 
Dealers everywhere are reporting rapid 
stock turnover with attractive profits. 
You, too, can start with a small assort- 
ment ($5.90 investment with $2.95 pro- 
fit). Dominant 3 color merchandise dis- 
play FREE. Order through your Jobber, 
or from us direct. The Bridgeport Hdwe. 
Mfg. Corp., Bridgeport, Conn., U.S.A. 


“BRIDGEPORT” 


We want to see the modern NON-SKID. Send 
us the following, less 33-1/3 % os unt. 


3" @$ 40 each ' @ $ .75 each 
4" @ 50 each 8m @ 1.10 each 
5"@ .60each 10" @ 1.35 each 





MAIL 
THIS 
COUPON 

















W. J. CLAUSSEN 


The Three C's Of Credit! 


Capital— Character— Capacity— 


By W. J. CLAUSSEN 


Vice-president and Treasurer 
Hibbard, Spencer, Bartlett & 
Co., Chicago, IIl. 


HAVE, on many occasions, 
| pondered over this question 
and have concluded, when 
looking over a statement of a re- 
tail dealer with an abnormal 
amount of outstanding accounts— 
(an accumulation of years of bus- 
iness)—that Mr. Merchant has a 
rather limited knowledge of the 
elements which enter into a satis- 
factory credit risk. 
Whatever may be his practice 
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in granting credit, the merchant 
usually thinks he does pretty 
well. The average person is hon- 
est and, as a rule, buys in propor- 
tion to his ability to pay. It is 
because of this honesty of the 
individual that the “hit and miss” 
formula works out satisfactorily. 

But what, if anything, can be 
dane to avoid the losses which 
make such heavy inroads into the 
profits of a business? This ques- 
tion would, in most instances, be 
answered by Mr. Merchant about 
as follows: “I have not lost much 
money and, while some of my 
accounts are pretty old, they will 


eventually pay me.” You must. 
therefore, conclude that he is a 
good credit man. 

Suppose you look over the ac- 
counts of those who will never 
pay you, and try to determine 
why you got “stung” and what, if 
anything, you knew about the 
credit of each individual when 
the sale was made. Then you will 
begin to realize what little you 
really knew about the fundamen- 
tals of credit and the importance 
of the information you should 
have had. 

Let’s take a concrete case. A 
customer comes into your store to 
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BUTT HINGES 


oe ee ee 


The modern hinges that can never squeak at the joints 
because they are equipped with Oilite Bearings, that 
remarkable oil-impregnated metal, combining durability 
with smoothness and silence of a self-oiling composition. 
Oilite or ball bearing equipped Butts optional at same 
price. Your ‘jobber can supply you. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 

















Self lubricating Oilite prevents squeaks. 
That is why McKinney Oilite Bearing 
Butt Hinges will never squeak at joints. 


Water pumps can’t wear it out—Heat 
... abrasion .. . speed cannot wear out 
Oilite Bearings. 














High frequency doors function per- 
fectly twice as long when equipped 
with McKinney Oilite Bearing Butt 
Hinges. Tests indicate that 2 million 
cycles and more are to be expected. 


Clutch Bearings can’t break it down. 
They require a self-lubricating non- 
wearing bearing ...and Oilite stands 
up. For the same reason Oilite bearings 
stand up in butt hinges. 


DESIGNERS OF GOOD HARDWARE FOR 72 YEARS 
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“Thought he wanted some good long 


tacks”... 


“That’s right — to fix up his kitchen 
linoleum—so I sold him a can of shellac 
and that new floor wax—Those CROSS 
TACKS sure lead to real sales for me!” 


















EAST JAFFREY, N.H. 
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make a purchase on credit for an 
amount of $50. Perhaps you have 
known him for years, perhaps 
only casually, or possibly this 
may be your first contact with 
him. Just what should you know 
about this customer in order to 
make such a sale intelligently 
from a credit standpoint? You 
might say—Well, he looked like 
an honest and substantial indi- 
vidual, so I took the chance.” 
That reminds me of days gone 
by when, as a youngster, I stood 
in front of a bakery window, 
looking at the decorated cakes 
and cookies, and how disappointed 
I was with some of that pastry 
when I had taken the first bite. 
The old schoolmaster said— 


“Never judge a book by its cover.” 


A book may have a _ beautiful 
binding, with gold edges and let- 
ters, but that does not prove that 
the contents are good reading. 
Likewise, the fact that a person 
drives a beautiful new automobile 
does not establish payment of it, 
or the financial condition of its 
owner. There was a time when 
you could gamble that the owner 
of such property had money, but 
it is quite different today. Most 
likely the logical question would 
be—“How much does he owe?” 

What I am trying to emphasize 
is the fact that what you see on 
the surface cannot be depended 
upon in determining a_person’s 
credit standing. It is necessary to 
go into the subject more deeply 
and more intelligently. There 
must be a measuring stick used in 
each case and, while I do not pro- 
fess to know much, if anything, 
about retail credit, it is my opin- 
ion that the same fundamentals 
exist in handling retail credit 
problems as those which prevail 
in the wholesale field. 

The methods you may use to 
determine the facts on which you 
will base your final conclusions 
may differ materially, but the 
facts, when you get them, must, in 
each case, relate to the same ele- 
ments required by a credit man 
when he passes judgment on you. 
In other words, there are impor- 
tant facts you must know in order 
to be able to handle an account 
with good judgment, and you 
should constantly keep informed 
as to these facts if you want to 
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avoid serious and bad debt losses. 
I am a firm believer in credit 
education and understanding. If 
my experience will benefit the 
merchant and interest him in a 
closer application of good credit 
methods, business, as a _ whole, 
will be the gainer. The tendency 
of many merchants is to go along 
following the line of least resis- 
tance and the oft-repeated state- 
ment on our currency—“In God 
We Trust.” So again I ask, Mr. 
Merchant, just what knowledge 
must you have about your cus- 
tomer to reach a wise decision 
when making the original sale 
and to bring the collection of the 
account to a successful conclu- 
sion? After all, a sale is not com- 
plete until you get the money. 


No Mystery 


There is nothing particularly 
difficult or mysterious about credit 
when you know what to do and 
then actually proceed to do it. 
The same yardstick is, or should 
be, used by the wholesaler, the 
retailer or whoever may be sell- 
ing merchandise on time. As pre- 
viously stated, the methods of 
getting at the facts may differ, 
but the final analysis remains the 
same. 

Three distinct factors enter into 
every credit question. They are 
called the three big C’s in credit. 
Why are they called the three big 
C’s in credit? Because each word 
begins with the third letter of the 
alphabet and that, they may be 
easily remembered as the out- 
standing elements which must al- 
ways be considered in granting 
credit. 

The first big “C”’ is Capital. 
This refers to the applicant’s in- 
vestment—just how much cash 
and other property he has and, 
incidentally, how or where he got 
it. If the capital came from earn- 
ings, that is one thing. If it was 
inherited or acquired in some 
easy-go-lucky way, that is quite 
another. A building must be con- 
structed on a sound foundation. 
So a business, or any undertak- 
ing, must be founded upon a 
proper financial structure. This 
means that Mr. Merchant should 
determine whether the resources 
of his customer are such as to 


warrant the purchases being made. 
Does he own his own home? Is 
it encumbered? If he is farmer, 
how about his live stock and 
equipment? Is he trying to run 
his affairs on a “shoe string” and 
is he taking a “bigger bite” than 
he can chew? What regular in- 
come does he have? These ques- 
tions all have a direct bearing on 
this matter of capital. Even the 
matter of health is important. 
Operating on. borrowed capital 
is worthy of consideration. Per- 
haps the parents of the husband 
or wife have been backing the 
applicant. What does that mean? 
It means that such financial aid 
constitutes a debt or debts and 
cannot be ignored. The percent- 
age of failures caused through 
faulty financial plans or lack of 
capital is quite large. In_busi- 
ness, it is about 40 per cent. In 
other words, four out of every 
ten merchants fail on account of 
their financial setup. I ask you, 
Mr. Merchant—is it important to 
know something of your custom- 
er’s worldly possessions? 
Character is the next fundamen- 
tal which plays a significant part 
in the granting of credit. Many 
of us are too easily convinced. 
Although we have a chance to 
observe our customer and learn 
of his habits, we are inclined to 
be forgiving souls. A periodical 
spree, poker a few nights a week, 
drinking parties now and then, or 
a night out with the other man’s 
wife, are frequently overlooked 
and are not connected up with 
this all-important matter of credit. 
There is no doubt that any one 
of these offenses is a reflection 
upon a man’s character which 
may indicate a weakness and con- 
stitute a danger signal. How easy 
it is to disregard them. The ten- 
dency is to treat the offender too 
leniently at the expense of your 
bad debt record. Mr. Merchant, 
are you continuing to sell the cus- 
tomer who is so favorably in- 
clined in many directions which 
lead him astray? Is the customer, 
seeking credit, a citizen of good 
standing in your community? 
Does he have the respect of his 
wife and his children? Does he 
respect them? Do not close your 
eyes to incidents which warn you 
(Continued on page 115) 
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DUMPS WATER SYSTEMS - ERS 


During the hot 
summer season 
water is used in 

larger quantities than 
during any other pe- 
riod of the year. And 
folks everywhere are 
buying water systems 
these days. Dealers 
the country over rec- 
ognize and are taking 
advantage of the ex- 
ceptional sales and 
profit values offered 
by the Myers Line. 
The time is opportune 
to increase your busi- 
ness with Myers Na- 
tionally advertised 
Water Systems. Cata- 
log and complete 
information on re- 
quest. 


FIG.2631 








DERFECTION Pian. 


% *¥ An automobile will not run 
smoothly with wagon wheels—nor 
will a Perfection oil stove give its 
maximum of service and satisfaction 
with misfit, “just-as-good” wicks. For 
satisfied stove customers you can't 


beat the all-Perfection combination! 


It is in the interest of your business to 
remind customers owning Perfection 
stoves to use only Perfection wicks. 
Perfection’s big advertising cam- 
paign is helpjng you—with more than 


eighty-two million messages saying: 


“NOTICE: Only genuine Perfection-made 
wicks, identified by the red tri- 
angle trade-mark and the word 
‘PERFECTION’ give best results 


with all Perfection stoves.” 





The 
of Quality 


PERFECTION 


STOVE COMPANY 


THE F.E.MYERS & BRO.co. 
ASHLAND, OHIO 


PUMPS-WATER SYSTEMS -HAY TOOLS -DOOR HANGERS 


7840-F Platt Avenue «+ Cleveland, Ohio 
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FOR RETAIL 
HARDWARE STORES 





New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


“Cush-In-Grip” Trap 





For fox, raccoon, fisher, marten, opos- 
sum and other similar size animals, this 
No. 2 heavy duty double long spring 
trap has jaws lined with tough corru- 
gated rubber and securely riveted to 
each jaw. Trap is said to absorb shock, 
and prevent injury to animals’ legs, ye! 
grips tightly, preventing escape. These 
traps are made also in No. 1 and No. 
1% jump and long spring models for 
muskrat, mink and skunk. Chas. D. 
Briddell, Inc., Crisfield, Md. 


Stanley Pull-Push Rule 


No. 6386 has direct reading feature 
for inside measurements. When case 
and blade butt against the work, red 
indicator on case points to exact inside 
measurement. The flexible rigid steel 
blade has white baked enamel surface 
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against which the black graduations 
stand out. Blade is one-half inch wide, 
six feet long, and is graduated in 
inches and l6ths on both edges for the 
entire length. Upper edge of blade is 
also graduated in 32nds for the first six 
inches. Made in watch size. Stanley 
Tools, New Britain, Conn. 


New Greist Catalog 


New make-up used in the 1937-38 
catalog of the Greist Mfg. Co., New 
Haven, Conn., simplifies dealer handling. 
It is divided into four sections in folder 
form, each devoted to the four major 
divisions of the Greist line. Remain- 
ing items are on single sheets. One 
folder is devoted to Greist White 
Knights in pedestal and floor models. 
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Another contains only the White Knight 
swinging arms, clamping lamps A third 
folder, presents the new Corrected 
Light V.A. Illuminators. The remain- 
ing sections treats the Greist art ware 
line, redesigned this year. The entire 
catalog may be obtained under one 
attractive binding or sections and pages 
may be ordered separately. 


Soldering Iron Display 

Made of heavy gage metal and hold 
the complete line of six Peerless solder- 
ing irons. It is printed in five colors 
and features the extra large copper 
points of Peerless irons. Dealers can 
sell directly from display, replacing the 





\ wea 
+ JONFINED 
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FULLY GUARANTEED 





irons sold. Display is suitable for coun- 
ter, window, or wall and furnished with 
first order for a complete set from 
Peerless Novelty Co., Grand Haven, 
Mich. 


Superkleen Brushes 


A catalog on the merchandising fea- 
tures of Superkleen brushes contains 
several colorful brush displays and as- 
sortments. It shows in large illustra- 
tions several different types of Super- 


kleen brushes, explaining their features. 


A. H. Mohrhusen, 460 Smith St., Brook- 
lyn, New York City. 





Skate Grinding Machine 


B GHMAN 
Grindin 
Machine 





This dual model grinds skates on 
either side or face of the wheel, giving 
the blades a flat or hollow-ground edge 
as desired. Grinding wheel is 8 in. by 
% in. of the recess or cut types. On 
the left is a 7 in. by % in. cotton buff 
for polishing metal surfaces and also 
for skate shoes. Skate holder is made 
of malleable iron and is adjustable so 
that skates may be held at proper angle 
when being ground. Jaws are also ad- 
justable to hold firmly tubular and all 
other styles of skates. Socket wrench 
for tightening jaws included. Operates 
on 110 volt, % h.p., 60 cycle, alternat- 
ing current, two-year guaranteed Mara- 
thon motor. This machine may also be 
used for grinding tools, cutlery, pre- 
paring metal surfaces for welding, and 
other shop purposes. Dealer’s price, 
$36.00 f.o.b. Berghman Co., Maywood, 
fl. 


New Flat Wall Finish 


O’Brien Varnish Co. has announced a 
specially adapted flat wall finish which 
is said to give maximum lighting ef- 
ficiency and is known as Liquid Velvet 
N-D-Rect White. Maker states its fine, 
dull finish and its ability to level out 
in drying, produce a high degree of 
light quality and maximum reflection. 
N-D-Rect White for use on ceiling also, 
is said to neutralize the excess of red 
and orange present in all commonly 
used artificial light and produce a soft, 
restful reflected light. Additional in- 
formation and an actual color swatch 
available free from the O’Brien Varnish 
Co., South Bend, Ind. 
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A Sure Way 
To Sell More 





Screw Drivers— | 


When a “Doubting Thomas” 
asks for a screw driver — pro- 
vide a board, some screws and a 


CHAMPION Screw Driver and 


let him try it. 


He'll quickly notice how the 
tapered end fits—holds—turns 
and drives screws straight home 
with minimum turning effort 
and maximum handle comfort. 
That’s because 


CHAMPION 


Screw Drivers 


ee 


SEPTEMBER 9, 


are made exactly right in every | 


detail. Blade is correctly tem- 
pered and tested to split a screw 
head perfectly. Handle is 
shaped to afford a firm, yet com- 
fortable grip. Illustration shows 
why the blade cannot possibly 
work loose or turn in the han- 
dle. The tough, sturdy, forged 
steel material is the “Life In- 








surance” you sell with Cham- | 


pion Screw Drivers known for 
50 years. 


Five Popular Patterns 


Regular, Cabinet Makers’, Elec- 
tricians’, Mechanics’ and “Spe- 





cial” —25 sizes: 114 to 30 inches | 
blade length. Ask your Jobber. | 


Jobbers like to supply Cham- 


pion Screw Drivers—they give | 


complete satisfaction. 


HARDWARE COMPANY 
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NEW YORK OFFICE S| CHAMBERS STREET 
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@ STANDARD GRADES 


From large stocks in all standard 
meshes—with heavy coating of high- 
est quality zinc. 


@ SPECIAL GRADES 


Plain steel, tinned wire, or galva- 
nized—wide variety of different 
meshes and gauges. 


@ GALVANIZED WIRE LATH, CLOTH 
Various meshes and gauges. 

@ Made from WICKWIRE MILLS cop- 
per bearing open hearth steel with 


low sulphur content—a “depend- 
able” source for over 60 years. 


Ask Your Jobber for WICKWIRE, BROTHERS 


WIRE 
WIRE CLOTH 
POULTRY NETTING 
HARDWARE CLOTH 
WIRE NAILS 


WICKWIRE 
BROTHER 


eURTLAWN ODO, Nae 














Plymeo Air Filters 
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For all types of air-conditioning 
equipment where the “Throw Away” 
type of filter is applicable. Maker 
states the filtering medium used is 
composed of clean, strong rope fibres, 
light in weight, odorless, non-corrosive, 
and free from “splinters.” The fibres 
are arranged in graduated layers, the 
intake layer being rendered fire-resist- 
ant. From the intake side, each suc- 
cessive layer is finer than the one pre- 
ceding it, thus distributing the im- 
purities of the air throughout the filter 
according to size of the particles. Fibres 
of the exhaust side are more closely 
packed than the preceding layers to re- 
sist effectively passage of finer particles 
of dust such as pollen, dust, and bac- 
teria. Successive fibre layers are placed 
between separators which act as a res- 
ervoir for dust particles, and also per- 
form the function of changing the ve- 
locity and direction of the air flow for 
greater filtering efficiency. Plymco fil- 
ters are supplied in a range of sizes 
to fit all standard filter frames and are 
packed in cartons, containing six and 
twelve each and are completely assem- 
bled and ready to use. Plymouth Cord- 
age Co., North Plymouth, Mass. 





Stanley Tool Talks 


Stanley is issuing at regular intervals 
an attractive booklet called “Tool 
Talks,” which is designed to give the 
important selling points about Stanley 
tools. No. 1 of this series is devoted 
to illustrating and describing the fea- 
tures of Stanley’s chisels while No. 2 
is devoted to describing planes. The 
Stanley Rule & Level Plant, New Brit- 
ain, Conn. 





Bond’s 1938 Flashlights 


The new Bond line of flashlights is 
set forth in a new 1938 catalog, which 
in addition to showing the flashlight it- 
self, shows the attractive and colorful 
displays that are being made available. 
Bond Electric Corp., New Haven, Conn. 





Renown Stoves 


Renown has issued a new catalog, 
No. 37, on its line of coal, wood, gas, 
electric, kerosene, and fuel oil stoves. 
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The majority of the items in the catalog 
are illustrated in full color and all are 
accompanied by concise descriptions. 
Renown has also issued its cut service 
catalog No. 370 showing the various 
ads that are available for the dealer’s 
use. Renown Stove Co., Owosso, Mich. 





Vacuum Cleaners 


Leading the 1938 Westinghouse line 
of vacuum cleaners is the DeLuxe motor 
driven brush cleaner featuring the 
Servi-Sentinel, which tells the operators 
that the bag needs emptying or the 
nozzle is out of adjustment; the new 
Jumbo aluminum covered brush roll, 
which has a single spiral of two rows 
of long bristles, counter sunk into the 
brush roll body; “Dirt Sleuth” head- 
light; automatic handle adjuster to hold 





handle at the desired angle; self-open- 
ing bag; Jumbo rubber bumper over- 
size soft rubber wheels; positive wide 
range nozzle adjustment for any rug 
thickness, and rubber mounted brush 
bearing for quiet operation This model 
is decorated with symmetrical color 
lines and has a handsomely colored 
bag. Dust bag is of moleskin, which 
because of its thick nap, woven tightly 
into cloth, prevents dust leakage. West- 
inghouse Electric & Mfg. Co., East 
Pittsburgh, Pa. 


Handy Clamp 


Said to grip immediately and hold 
fast. Made in three sizes with differ- 
ent gripping power, depending upon 
whether they are used for light or 
heavy work. They are 4, 6, and 9 in. 
long, with jaw openings of 1, 2, and 
3 in. Finished in rust resisting copper 
plate. List prices for these three sizes 
are 40c, 50c, and $1.00 each, respec- 
tively and 34c, 42c, and 84c each in 
dozen lots, and in lots of 100, $27.20, 
$33.60, and $67.20 per 100. Dealers’ dis- 
count, 50 per cent. Knape & Vogt Mfg. 
Co., Grand Rapids, Mich. 


Pro-Tek-Tor Pad 


Protects tops of modern stoves from 
mars, scratches, and discoloration 
caused by pots and kitchen utensils. 
These pads are attractive and modern 
in appearance made in two finishes: 








Style SS—silver striped nickel plate, and 
style CC cross crimped bright finish. 
Both are lined with heavy asbestos 
board. Two sizes, 18 by 20 in. and 16 
by 18 in. Packed in individual envel- 
opes. Ohio Stove Pipe & Mfg. Co. 
2104 Woodland Ave., Philadelphia, 


Ohio. 





Harper & McIntire Catalog 


No. 37—of 870 pages devoted to 
mechanic’s tools, builders hardware, 
structural and heavy hardware, elec- 
trical appliances and supplies, enameled 
and tinware, house furnishing goods, 
stoves and stove hardware, cutlery, 
sporting goods, saddlery and wagon 
hardware, and pumps, pipe and fittings. 
The volume is alphabetically indexed 
and contains a table of parcel post zone 
rates. Harper & McIntire Co., Ottum- 
wa, Iowa. 





Copper & Brass In Building 


“The House You Live In” is the name 
of a new consumer booklet which points 
out the vital spots in home building that 
should be protected with brass and cop- 
per. The booklet is attractively il- 
lustrated and graphically depicts the 
many uses of brass and copper such 
as in roofing, flashing, drainage, weather 
stripping, etc. Revere Copper and 
Brass Inc., 230 Park Ave., New York 
City. 
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WILL DO! 


®@ Multi Speed Control! 
® Triple Beater Action! 


@ 30% More Bowl Capacity! 
@ Extra Power on all Speeds! 


$16°°° 


utomatic juice 


that gets @ 
three times 


With a 
extractor 
the juice 


faster. $20.90 





It's the grandest portable mixer you ever 
saw. With features galore it’s priced to score 
with the housewives of America. Attractive 
cream baked enamel finish with contrasting 
black handle. Clear extra capacity Glasbake 
bowls that are guaranteed against heat and 
cold breakage. Permanently oiled high 
torque motor gives extra power for all duties. 
Easily attached triple beaters are double- 
depth to provide for the complete mixing of 
large recipes. 


See your nearest General Electric Distributor 
to get complete details of the General Electric 
Mixer Line. 


GENERAL @ ELECTRIC 


HEATING DEVICES 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL 
ELECTRIC COMPANY. BRIDGEPORT, CONNECTICUT 
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Ewing Galloway 


You Claw Gwe Eveny 
Rope Retailer 
LCE. 


— can tell him that every time he recom- 
mends and sells Wall Rope, he is adding 
the Wall century-old reputation for honest 
value to his own. 
—that on the experience of Wall Rope perform: 
ance, his customers will come back again .. . and 
again. 
—that there is a Wall Rope for every industrial, 
agricultural, marine and transmission use in all 
types, sizes and degrees of “lay”, giving extra long 
wear in extra hard service because of extra tensile 
strengths. 
Wall Rope is nationally 
known, and nationally 
advertised. 


WALL ROPE WORKS, Inc. 
48 South Street, New York 








WALK-LAID 
MANILA ROPE 





For information communicate with Branch Office nearest you. 
33 South Charles St., Baltimore,Md. 425 Decatur St., New Orleans, La. 
123 South Broad Street, Phila., Pa. 671 Orleans St., Chicago, Ill. 
57 Commercial Place, Norfolk, Va. 505 Union Trust, Parkersburg, W.Va. 
102 Broad Street, Boston, Mass. 217 East Archer St., Tulsa, Okla. 
821 Folsom St., San Francisco, Cal. 2000 Nance Street, Houston, Texas 


LONGEST ROPEWALK IN THE WORLD 
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The Robinson-Patman Law and the Manufacturer 


An Interpretation of the Way in Which 
This Statute Applies to Manufacturers 
and Their Methods of Distribution. 


ROWING out of the Federal 
Trade Commission’s investi- 
gation and report on advan- 

tages enjoyed by chain stores, aided 
by pressure exerted by a well or- 
ganized lobby, the Robinson-Patman 
Act is the first major piece of Con- 
gressional legislation dealing with 
competitive practices since the ill- 
fated NRA. Far from affecting 
chain stores alone, however, the Act 
in its present form applies to all 
classes of marketing. 

This Act in part is an amend- 
ment of Section 2 of the Clayton 
Act, the latter act having been en- 
acted in 1914. The Clayton Act, in 
turn, was a product of the evolution 
of trade practices that had grown 
up since passage of the Sherman 
Anti-Trust Act in 1890. The Sher- 
man Anti-Trust Act, the Clayton 
Act and the Robinson-Patman Act 
are the so-called Anti-Trust statutes 
and have two interests: first, to pre- 
vent the growth of combinations in 
restraint of trade, and to declare 
and enforce rules of monopolistic 
competition. Public attention was 
formerly concentrated on the mar- 
ket problems incidental to the mo- 
nopolistic size and strength of pro- 
ducers—that is, of sellers. The 
earlier anti-trust statutes were there- 
fore written, and in the main admin- 
istered chiefly as rules which might 
if enforced preserve conditions of 
potential competition among manu- 
facturers. 

The Clayton Act was not elastic 
enough. nor sufficiently detailed, to 
reach the discriminatory price prac- 
tices characteristic of the competi- 
tion between the older agencies of 
distribution and the chain stores. 

The Robinson-Patman Act is the 
first attempt by the national legis- 
lature to extend the anti-trust laws 
into this area of competition be- 
tween rival methods of distribution. 


_ * From an address given at the meet- 
ing of the American Ladder Institute 
at Cedar Point, Ohio, July 29, 1937. 
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Numerous problems arise as to 
what effect the act will have upon 
trade practices as they have existed 
or may be expected to do over a 
period of time sufficient to bring 
out its full operative force. The 
discussion which follows is in the 
light of the problems in connection 
with manufacturing; and the prob- 
lems relating to distribution are 
analyzed. as it were, through the 
eves of an adviser to manufacturers. 
A different approach would doubt- 
less vary the analysis. The prob- 
lems include quantity discounts, 
special brands, functional discounts, 
advertising and similar allowances, 
including freight allowances, push 
money, demonstrators, free-deals, 
changed market conditions, meeting 
of competition, the right to refuse 
to sell, “sales avoidance” as an 


escape device, e.g. hiring of fabrica- 
tion which changes the status of a 
sale to one of employment. 

Discounts Which purport to reward 
the purchaser of large quantities of 
a commodity with a price lower than 
that charged to other purchasers, 
are the most familiar of all vehicles 
for price discrimination. The prob- 
lem of quantity discount is raised 
when a,seller has “discriminated” 
between different purchasers of com- 
modities‘of “like grade and quality,” 
where any of the purchasers in- 
volved were.in interstate commerce, 
by giving a°lower price or a larger 
allowance of some sort to the buyer 
of a larger quantity. 

It is readily seen that the prob- 
lem of the quantity discount is raised 
under the act, in the first place, 
only where the seller has “discrim- 
inated.” It is probably true that a 
sale may validly be made by a New 
York seller, acting without any in- 
tent to injure anyone, to an isolated 
California buyer who does not com- 
pete with the seller’s other customers 
and for whose business the seller’s 
competitors do not compete, in large 
quantity, on a price that is too fav- 
orable to be justified under the act 
when compared on the basis (as for 
example, difference in cost) pre- 
scribed in the act. This is because 
there is no discrimination. Likewise, 
for the same reason, a seller prob- 
ably may sell a large quantity to an 
industrial user on a price basis that 
is too favorable otherwise to be jus- 
tified under the act when compared 
with a price given a chain store. 

Next it is seen that the problem 
of quantity discount is raised under 
the act only where the commodities 
involved are “of like grade and 
quality.” This raises endless poten- 
tialities where the products involved. 
as in the case of the industrial user 
and retailer relationship, may look 
exactly alike (as Ivory vs. white 
floating soap) may serve identical 
purposes (as Crisco vs. white vege- 
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MAKE SURE YOU 
START RIGHT 
IN YOUR QUEST 
FOR MORE BUSINESS 


USE- 
Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


We can supply you with 
the following lists:— 


1355 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 

For $15.00 
10978 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 


For $7.00 per M. 


Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $7.00 per M. 


6364 


Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $7.00 per M. 


16220 


33562 Hardware Retailers (Complete List). 


For $5.50 per M. 


1001 Department Stores handling Hardware 


and Housefurnishings. For $7.00 per M. 


ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3”’x5’ 
CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 
RATES. 


Ask for Details 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 
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For Smart Fast-Selling 
Profitable Table Goods 
—see GOODELL! 


For the fall season—for the Christmas Season—fea- 
ture Goodell Table Goods. 


THREE GREAT LINES FOR 

EVERY REQUIREMENT AND PRICE RANGE! 
For those seeking the finest, Goodell makes 
GOODELL CERTIFIED TABLE GOODS and Cut- 
lery—blades of finest hardened and tempered Cutlery 
steel forged or cast bolsters with solid color handles 
or the newest development in table cutlery, Non- 
Breakable, Transparent Handles, as illustrated. 


SEE SPECIAL OFFERINGS 
IN GOODELL CUTLERY NOW! 


For a good secondary line see Goodell Hampshire 
Table Goods and Cutlery—the finest “middle bracket” 
line with solid or transparent handles and heavy steel 
blades and forks. Also yeatly and appealingly pack- 
aged and displayed. 

And, for a real Price Line—see G. S. C. Co. Table 
Goods and Cutlery. Unbeatable price for the value 
built into these goods. Here’s a line you can profit- 
ably feature. r 


Ask Your Jobber or Write Direct 


THE GOODELL COMPANY 
General Offices 
ANTRIM - NEW HAMPSHIRE 


New York Office—Room 809, 1123 Broadway, N. Y. C. 


Home 


CUTLERY 


AntRim.n.H.. 


“For Lasting Satisfaction” 


‘certilied 
CUTLERY 
ANTRIM, M.H. 


"It’s Guaranteed” 
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table cooking fat) or may not look 
alike while serving identical pur- 
poses, or may look alike but not 
serve identical purposes. 

Assume that the problem of the 
quantity discount exists, and that the 
above conditions are present. The 
seller must now justify his price 
differential on the ground that the 
lower price for the larger quantity 
made “only due allowance” for dif- 
ferences in cost of manufacture, sale 
or delivery, resulting from the dif- 
ferent methods or quantities in which 
the goods are sold or delivered. The 
commonest scheme in the past prob- 
ably has been the allowance of a 
certain discount covering purchases 
within a rather wide bracket of vol- 
ume. Such allowance presumably 
averages out over all purchases in 
that quantity bracket at about what 
it is worth to the seller to push his 
customers into deals of that average 
size. Now, however, this scheme is 
attacked as discriminatory as be- 
tween those relatively near the 
dividing line between any quantity 
and its discount and the next larger 
quantity and discount. This criticism 
seems unsound where all customers 
are freely offered an opportunity to 
buy in any quantity bracket, except 
where the brackets are so large that 
it is not practicable for the smaller 
customers to cross the line. 

There are, however, at least three 
inherent difficulties here which are 
almost insurmountable if the act is 
literally to be enforced. First, the 
decreasing costs of larger transac- 
tions may well not run in smooth 
steps. Certainly they will not if 
costs as to particular sales have to 
be taken into account, as they may 
be. Secondly, the cost savings on 
which allowances in the nature of 
things must be based are at the time 
of offer necessarily prospective, they 
relate to goods not yet sold and per- 
haps not yet made, whereas the test 
which will be sought to be applied 
in enforcement proceedings will be 
actual costs as they have worked out 
in experience. Thirdly, the total 
volume of the seller, with the unit 
cost, is a loosely correlated incident 
to the amount of advertising, incen- 
tives, etc., offered by the seller. 


Example 

A striking example of this is the 
complaint filed by the Federal Trade 
Commission against The Goodyear 
Tire & Rubber Company and Sears, 
Roebuck under the Clayton Act in 
which the Commission held that the 
price allowance given Sears, Roe- 
buck was discriminatory in that 
in fixing the price to Sears, Roe- 
buck, the Tire company did not al- 
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locate some of the expenses that the 
Commission held must necessarily 
be allocated to such a sale, including 
advertising, of which Sears, Roebuck 
did not receive any direct benefit. 
In other words, they did not dis- 
tribute their advertising cost, among 
other costs, over their entire produc- 
tion. Larger allowances for just 
this purpose to push customers into 
larger volume and push goods off 
shelves are a feature of American 
mass production and sale that it 
seems ought to be supportable, but 
of which the “only due allowance” 
clause takes no account. 

Another theory on which Good- 
year and Sears attempted to justify 
their price differential, was on the 
so-called “increment tonnage.” 
Under this theory, the only cost that 
they attributed to the Sears order 
was that supplied by the transaction 
in question and treating the cost not 
incidental to the particular transac- 
tion as necessarily covered by busi- 
ness previously in hand. 

There is a troublesome question, 
which has not been disposed of, as 
to the limits of propriety in dis- 
counts to meet competition from 
quantity discounts by another. It 
is little comfort for the smaller- 
sized seller of goods in competition 
with a successful seller of large 
quantity to be told he can meet the 
competitor’s competition by quoting 
equally low prices on equal quanti- 
ties. He needs to quote equally low 
prices without regard to the quan- 
tity quoted on. The prospective 
seller’s prospective customer will 
buy all of his needs from the sup- 
plier of large quantity at the low 
large-quantity price unless the small- 
er-size would-be seller can do as well. 

Many other important questions 
are arising constantly, far too num- 
erous to treat; for example, whether 
a quantity allowance may be broken 
into only the two traditional but 
rough brackets of carload lots and 
less than carload, and whether con- 
tract allowances must meet the tests 
of the act in comparison with other 
contracts or with spot business. 

Another situation that has given 
some difficulty is the question of the 
manufacturer of the single product. 
He gives two quantity prices, one 
(on very large quantities) practi- 
cally available only to the very large 
customer—the typical mail order 
house with its large chain of retail 
outlets—another quantity price (on 
moderate quantity) available to the 
medium-sized buyer—the typical 
independent wholesaler or relatively 
large single store retail distributor. 
The large customer buys on a four- 


year contract and is committed for 
that period of time. The medium- 
priced customer has bought for 
many years from this same seller 
and yet he has not committed him- 
self on any binding contract. The 
question is, can the seller affirma- 
tively show justification for the 
difference? 

An action under Section 2, the 
heart of the act, would take some 
such course as this: The Federal 
Trade Commission would, after in- 
vestigation, find the manufacturer 
had sold to distributors a ware of 
trade at different prices, and that 
the effect was substantially to lessen 
competition or to enhance the com- 
petitive position of the favored 
buyer. A cease and desist order 
would be issued against the manu- 
facturer and his favored customer. 
The suit would go to court and the 
burden of justifying the discrimina- 
tion would fall upon the parties to 
the bargain. In such a cause at law, 
a large number of lines of defense 
are open along one or more of which 
the law breakers may stand and do 
battle. It may plead that the wares 
which are subject to different prices 
are not identical. A tire manufac- 
tured for Sears, Roebuck is not a 
Goodyear. A toothpaste blessed with 
the term “Iodent” has an indefinable 
something which a mere combination 
of chemical elements could never 
possess. A Del Monte can of peaches 
called by some other name would 
not be the same. 

The government will demonstrate 
that a manufacturing concern has 
given to a customer a price differ- 
ential not adequately to be account- 
ed for by consideration of quantity. 
The defendant will argue through 
its accountants that the difference is 
easily traceable to difference in ex- 
pense of production. 

The Robinson-Patman Act is the 
law of the land. Trial is to proceed 
by the ordeal of cost accounting. It 
remains to be seen whether or not 
the enforcement of the Act will re- 
sult beneficially or otherwise and 
can only be tested by time, of which 
sufficient has not elapsed to date. 
As is true in the formative period 
of any fundamental and wide-sweep- 
ing economic development, the voy- 
age is as yet unchartered, and guide 
posts will have to be erected by the 
decisions of the courts as to the in- 
terpretations of the many ramifica- 
tions that are prevalent in the Act, 
and the manufacturer and seller, if 
viewed from no other standpoint 
than that of self-preservation, will 
be required to keep in step with 
the march of events. 
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THE FASTEST SELLING 
line of GLASS coffee brewers... because 
most beautiful in design and decoration 
... most outstanding in exclusive features. 
The CORY is nationally advertised; CORY 
dealer helps are most practical. 


BIGGER PROFITS, because 


turn-over is fast; prices are maintained. You give more 
value...sell more brewers...make BIGGER PROFITS. 


Ask your jobber or write us for folder 


GLASS COFFEE BREWER CORP., 
Dept. 34, 325 North Wells Street, Chicago, Illinois 





HORTON WASHES CLOTHES CLEAN 
“BEHIND THE EARS” 
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... won't let the clothes look like 
the little boy who forgot to wash 
“behind the ears.” KleenZONING 
means sparkling clean, snowy 
white washings. This exclusive 
Horton principle enables you, Mr. 
Dealer, to makea compelling dem- 
onstration which closes sales! 
With new 1938 washers and iron- 
ers Horton is again the big news 
in the industry! Horton prices start 
at $49.95—far west slightly 
higher. Ask your authorized 
Horton distributor—or write. 
HORTON MFG. COMPANY 
903 OSAGE ST., FORT WAYNE, IND. 
WORTOM WASHERS AND IRONERS—SINCE 1871 
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AMERICAN CHAIN & CABLE COMPANY, Inc. 





[_] ELWEL COW TIES 
[_] TENSO COW TIES 
[_] ELWEL MACHINE & COIL CHAIN 
[_] ACCO LOG CHAIN 

[_] TENSO HALTER AND DOG CHAINS 
[_] AMERICAN FURNACE CHAIN 

[_] AJAX AND ELWEL BREAST CHAINS 
[_] ANTI-SPREADER CHAINS 


[_] ELWEL COw TIES 

[_] TENSO COW TIES 

[_] ACCO GENERAL PURPOSE CHAIN 
[_] ACCO REPAIR LINKS & ASSTS. 

[_] ACCO PROOF AND BBB COIL CHAIN 


[_] 2-0 TENSO WELL & SWING CHAIN 
250 Ft. Carton 


[_] ELWEL MACHINE & COIL CHAIN 
[_] TENSO HALTER & DOG CHAINS 
[_] EL-WEL-TRA TRACE CHAINS 


AMERICAN CHAIN DIVISION 


BRIDGEPORT, CONNECTICUT 


In Business for Your Safety 
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National Retail Hardware Week 


—__—— 


A Week of Opportunity for the 
Entire Hardware Industry 


r YHE particular significance 
of a National Retail Hard- 
ware Week lies in the ex- 

tent to which individual hardware 
merchandisers from coast to coast 
will lend their assistance in broad- 
casting this event in each com- 
munity. 

National Retail Hardware Week 
is really “Opportunity Week” for 
the retailers, a period when they 
collectively can create a medium 
of understanding between the 
men and women in the hardware 
trade and the vast consuming 
public which often overlooks the 
hardware retailer’s importance to 
community upbuilding. 

What each individual hardware 
merchandiser must do during that 
week is to emphasize those phases 
in retail hardware merchandising 
which contribute to the public in- 
terest. These include the personal 
and individual responsibility of 
the people in the trade; the ex- 
pertness which has been devel- 
oped in management and discrim- 
ination in the details of the 
trade; the recognized practices of 
the industry and the tremendous 
improvements which have been 
made in the hardware industry as 
regards store modernization, bet- 
ter window and store displays, 
new goods, added services and 
courtesy, economies and personal- 
ized service. 

The hardware trade has now 
achieved a level of excellence and 
it believes that the public should 
become familiar with it. That is why 
the hardware industry, nationally, 
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Suggested By 
JOS. V. GUILFOYLE 


Secretary, Southern California 
Retail Hardware Ass’n, Ltd. 





JOS. V. GUILFOYLE 

Originator of the National Retail 
Hardware Week idea and author of 
this article presented this thought at 
the Los Angeles Congress of the 
N.R.H.A. The Congress approved 
the idea in principle and passed a 
resolution urging some consumer 
promotion campaign that would en- 
courage hardware store traffic and 
place the hardware store more 
prominently in the thoughts of the 
consuming public. 


should set aside a week as a time 
for promoting a better understand- 
ing between the “man behind the 
counter” and his customers. 

It is, therefore, reasonable to 
suggest that all members of the in- 
dustry would enjoy more peace of 
mind if the consumer and supplier 
were on more personal terms. Na- 
tional Retail Hardware Week has 
been designed to encourage the 
placing of the hardware merchant 


and his customer on a closer in- 
dividual basis. 

As an introduction, hardware re- 
tailers should stage a state contest 
for boys of preparatory and high 
school age. It might consist in mak- 
ing a list of hardware and house- 
ware items which the ordinary 
family should have in the modern 
home. 

Each affiliated state hardware as- 
sociation could have distributed the 
formal “Ideal Modern Home Equip- 
ment” blanks to all individual hard- 
ware retailers, giving the rules, list 
of prizes, basic classifications for 
the equipment, and providing blank 
columns for the listing of each con- 
testant’s schedule of items. The 
prizes, incidentally, start with major 
awards of $200, $100 and $50, and 
375 prizes of $2 each in each state 
or association area. 

All hardware merchants should 
see that their supply of these blank 
forms is distributed to interested 
store visitors as soon as_ possible 
after they are received. The more 
interest generated in each individual 
store, the greater would be the bene- 
fits the store owner would receive 
during National Retail Hardware 
Week. (For suggestions as to de- 
tails of such a plan see or write 
the author). 

This is an ideal opportunity to 
make friends with the consumers in 
your community and to broadcast to 
all of them that “It Pays to Know 
Your Hardware Store.” 

Have a National Retail Hardware 
Week birthday cake, with one 
candle, baked. Give a piece to each 
customer at the end of the week. Or 
give it as a prize to the customer 
coming closest to guessing the cor- 
rect weight of the cake. 

When answering the telephone 
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A HIGHLIGHT for your 
HOUSEWARES SECTION 
Ceamt 






























‘ Y: 
Looking 
fora 
Hardware 
Store? 
* | 
| CHROME UTENSILS 
| 
HE place to find it is || Just what 
under the heading of | MRS. AMERICA ORDERED! 
Business Opportunities in | For many years American house- 
the Classified Opportun- | wives have wanted kitchen utensils 
Satan Custien af thes regular | that never need scouring! Here's 
—— a Age | the answer . . . Speedy-Clean 
| | gleaming chromium . . . as easy to 
By watching the for-sale ads wash as glass or china, they keep 
you ll be reasonably sure to that new appearance for years! 
secure a good paying busi- Sturdy steel base, heavily plated 
ness at a fair price or better with gleaming chromium. Big cool 
still, let the trade know the ebonized wood handles on the 
ow —s skillets, as well as the Griddle and 
. are LOOK- 
seerhciiiaie ans Chicken Fryer. And a mark up that 





ing for. means cold cash! 
Get in the swing to chromium! 
Display these traffic builders 


and watch sales jump! Write or 
HARDWARE AGE 


wire for complete information. 
Classified Opportunities Dept. 


N. Y. Offi 225 5th 
239 West 39th Street Office and Display Room: 5 Avenue 


New York City The ra 2 ia P DY (Ee 


5 EAST STREET FREDERICK ¢- MARYLAND 
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during this week, after picking up 
the receiver, say, “Good morning, 
this is National Retail Hardware 
Week!” This will make your cus- 
tomers curious and give you an op- 
portunity to tell them of the special 
event. 

Feature one National Retail Hard- 
ware Week “special” for each day 
of the week. This can be done ef- 
fectively by a talking sign and mass 
display on the counters. 

Alongside of a number of items 
on your shelves and tables, place an 
attractive red star calling attention 
to the fact that all items so marked 
are especially featured during Na- 
tional Retail Hardware Week. This 
will encourage consumer circulation 
in your store. 

Give your clerks a definite quota 
of sales for the week above your 
regular week’s average, offering 
them a bonus or prize, if successful. 

Conduct a contest among the chil- 
dren for the best replies in 50 words 
or less, to the following statement: 
“Why Mother buys her Hardware 
and Housewares from “blank’s” 
Hardware. 

If you have a number of old ac- 
counts on which it is impossible to 
collect, why not write them a letter 
telling them to come in during the 
week and you will give them a paid- 
up statement of their account. This 
will probably encourage these cus- 
tomers to be with you again on a 
cash basis. 

Make a tie-up with your local 
theater manager and offer to donate 
a few hardware or housewares items 
to lucky patrons of his theatre, 
which can be secured at your store. 
He will probably permit you to 
make an attractive display in the 
lobby of his theatre. A roll of 
duplicate numbered tickets can be 
easily bought, using one ticket to be 
deposited in a special coupon box, 
and the other to be held by the 
consumer. 

As a suggested date for National 
Retail Hardware Week may we urge 
that it be held starting Monday, 
Nov. 8, and ending Saturday, Nov. 
13, 1937. 

No display of merchandise or 
special prices should appear in re- 
tail hardware stores nor should any 
advertising be released to the con- 
sumer until the evening of Friday, 
Nov. 5, 1937, when every hardware 
retailer’s window should be trimmed 
with special displays. No merchan- 
dise to be sold at retail, at the 
special week’s prices, until the start 
of business on Monday, Nov. 8, and 
to positively terminate at the close 
of business Saturday, Nov. 13. 
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This is a grand opportunity for 
teamwork and cooperation in the 
hardware industry. Let us all work 
for, subscribe to, cooperate with and 
produce, for the benefit of our in- 
dividual selves and the industry, 
and our future, this proposed Na- 
tional Retail Hardware Week. 


What the Retailers 
Might Do 

1. Make a complete store check- 
up. See that your shelves, display 
cases, windows, lights, floors, mer- 
chandise, etc., are clean, neat and 
shining. Price all your merchandise. 
Get a local decorator to give your 
store a gala appearance by hanging 
up some flags and bunting, both in- 
side as well as outside. 

2. Checkup on Personnel. See 
that your clerks’ hands, shoes, 
clothing, etc. are spotless. Be sure 
they are attired in freshly laundered 
white coats (which can be rented 
from laundries). Is their hair neatly 
combed? Are they as courteous as 
they can be? Be sure that they 
wear the National Retail Hardware 
Week buttons that will be dis- 
tributed. 

3. Merchandising Suggestions for 
Increased Sales. Print up advanced 
notices of National Hardware Week, 
calling attention to the special sale 
you are conducting. Distribute these 
to your customers the week before 
it starts. Have your circulars, floor 
and window displays feature Na- 
tional Retail Hardware Week with 
posters, talking signs, etc. Tie up 
with contests for high school boys. 
Feature National Retail Hardware 
Week combinations. (A number of 
items for one designated price .. . 
show how much they would cost if 
the items were bought separately). 
Celebrate National Retail Hardware 
Week with a party in your store, for 
your customers, the first day of the 
event. This can be done very in- 
expensively and will get them in a 
buying mood. A few light refresh- 


ments may be served from demon- 
strations. 


What Hardware Jobbers 
Might Do 


Advertising and Promotion 


Prepare in advance and offer to 
hardware retailers, either free of 
charge or at cost, two or three-color, 
paper window signs, streamers or 
pennants. 

Sponsor a local area or state 
radio program at least one week in 
advance and during the week in 
order to get public and consumer 
interest. 

In conjunction with state hard- 
ware associations, prepare mimeo- 
graphed drawing and description of 
special standard window trim for 
all hardware retailers suggesting 
also a standard color scheme for 
the trim. 

Make a special search of the 
market, well in advance, to secure 
new low prices on merchandise to 
be offered during Hardware Week, 
as either “combination specials” or 
“Hardware Week Specials.” Pass 
these on to the hardware retailers 
at a low markup so that the hard- 
ware retailer may offer these specials 
to the public at startling low prices. 


What Hardware 
Manufacturers Might Do 


Manufacturers, either singly or in 
unison, to sponsor one or more na- 
tional radio broadcast programs, 
drawing attention to National Re- 
tail Hardware Week. 

Prepare and distribute to jobbers 
or retailers special window and 
counter signs and special display 
material, all tying in with “National 
Retail Hardware Week.” 

Assist wholesalers and retailers 
by offering special prices or dis- 
counts, or combination offers, espe- 
cially and exclusively for “National 
Retail Hardware Week,” or intro- 
duce new items during this week. 





Steel Prices 


Steel prices—Quotations in 
general remain unchanged since 
March, except for the rise on scrap 
steel. On July 20, all leading com- 
panies confirmed, for the fourth 
quarter, their present prices on bars, 
plates, shapes, sheets, rails tin plate 
and piling. On July 31, prices on 
flat galvanized sheets, in carloads, 
also were affirmed for the rest of the 
year, but with a 10 cents per 100 Ib. 
advance on formed roofing sheets, 
and on less than carloads of flat 
sheets. The price advances on ma- 


jor steel items started last Novem- 
ber, with increases averaging $2 
per ton on part of the line. On 
December 1 nearly all the line was 
advanced $2 to $4 per ton, and in 
March, 1937, the latest increases, 
affecting all items, ranged from $3: 
to $8 per ton. The mills justify 
their maintenance of the March 
schedules throughout the rest of the 
year by pointing to their sharply 
higher labor and production costs, 
supported by an active rate of oper- 
ations. 
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RETAILERS 


throughout the nation 
are to be 


CONGRATULATED 


upon the President's 
approval of the 


TYDINGS-MILLER 
FEDERAL 
FAIR TRADE BILL 


The fact that a large majority of 
the states have already enacted 
State Fair Trade Acts is indica- 
tive of the need for a policy 
which will protect dealers 
against indiscriminate competi- 
tion of price cutting, and the 
adoption of federal legislation 
on the subject will help mate- 
rially in making effective these 
policies on a nation-wide basis. 

American Safety Razor Corpo- 
ration in the past has uniformly 
availed itself of all legal means 
to protect distributors of its prod- 
ucts and welcomes the facilities 
provided by the Tydings-Miller 
Law to broaden and extend 
these efforts. 


AMERICAN SAFETY 
RAZOR CORPORATION 


Brooklyn, N.Y. 
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built. Case is one 

piece casting without 
seams or rivets. Hardened 
shackle locks at both ends; 
unlike ordinary padlocks in 
which only one end of 
shackle is engaged. Your 
choice of 2 quality cylinder 
locks. Double Bitted 11 
Tumbler Lock, or the ACE 
7 Pin Tumbler with round 
keyhole. We also make 
single and double bitted 
locks of many other types 
for every need. 
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No. 
4063 


Can Be Master Keyed 


Actual Size 


Write For Free Catalog 


Cut Open View 




















Of Lock 


2024 N. RACINE AVE. 


GENERAL UTILITY 


LOCK 


No. 1903, 
Utility Lock 
with offset 
Cam for %” 
wood. Also 
made for dif- 
ferent thick- 
nesses of 
Wood. 


ACE REPLACEMENT CYLINDER 


No. 4063, Re- 
placeme nt Cyl- 
inder for Mor- 
tise Locks. 
For Replace- 
ment where 
extra security 
is required. 
Steel center 
plug defies 
drilling or 
picking. 
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National Retail Appliance Assn 


Proposed for 
All Electrical Goods Dealers 


Prominent Brooklyn, N. Y. Hardware Dealer Urges New Trade 
Group to Concentrate on Problems Faced in Common by all 
Types of Retailers Selling Electrical Appliances, that More 
Specific Merchandising Plans and Competitive Reforms May 
be Developed 


By RUSSELL A. ATKINSON* 


President, Electrical Appliance 
Dealers’ Association of 


Brooklyn, N. Y. 


S there a need for a national 

association of electrical ap- 

pliance dealers? This is a ques- 
tion that is being asked by many 
dealer groups all over the country. 
When we consider the volume of 
electrical appliances, both major 
and minor, which are sold annually 
by retail outlets this question looms 
large as one way to a solution of 
the many problems confronting these 
dealers. It should be a national as- 
sociation for the dissemination of 
information as to merchandising, 
national advertising and the study 
of laws affecting retailing. There 
are many groups of appliance deal- 
ers today who have no means of 
communication and no way of help- 
ing each other make their industry 
better. There is no list of these 
dealer associations available. 

The Electrical Appliance Dealers’ 
Association of Brooklyn, N. Y., has 
for over a period of five years, done 
a first-class merchandising job in 
cooperation with its utility, the 
Brooklyn Edison Company. It has 
also taken advantage of and given 
information to members as to the 
operation of various state and na- 
tional laws affecting the appliance 
business. 


* Partner in retail hardware business 
of R. J. Atkinson, Inc., Brooklyn, N. Y., 
and son of late R. J. Atkinson, former 
N.R.H.A. President. 
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During the last six months much 
work has been done on the New 
York State Feld-Crawford law which 
provides for a form of price main- 
tenance and is similar to laws of 
the same type in 38 other states of 
the nation. This association has 
contacted manufacturers and dis- 
tributors with a thought to working 
out contracts under this law which 
would be mutually beneficial. The 
results obtained have been very sat- 
isfactory. Practically all of the 
national radio manufacturers have 
committed themselves to contracts. 
Most of these contracts have a fixed 
trade-in allowance provision which 
eliminates one of the great cut price 
opportunities in the radio business. 
Other groups within the appliance 
industry such as refrigerators, home 
laundry equipment, electric ranges 
and vacuum cleaners, are working 
sincerely and honestly to arrive at 
contracts under this law which will 
cure the cut price evil. 

The Electrical Appliance Dealers’ 
Association of Brooklyn is glad to 
contact other dealer groups and give 
them the set-up and experience they 
have had in this work of making 
the appliance business a more profit- 
able, honest and better business for 
all phases of distribution. The 
manufacturer, distributor, retailer 
and consumer will all benefit as the 
result of united effort. 


All types of electrical retailing 
are represented in the Brooklyn 
Association. Electrical contractors, 
hardware dealers, representatives of 
specialty stores, furniture houses, 
department and chain stores meet 
once a month te discuss their prob- 
lems. They meet with a distinctly 
cooperative spirit. A membership 
of about 200 helps build these dis- 
cussions into results and premises 
that are indicative of the thinking 
of the better type of merchant. The 
feeling of these retailers toward the 
utility has changed in the five years 
of operation. These dealers have 
found that the utility is willing to 
cooperate, to share the dealers’ prob- 
lems and to lend a helping hand. 
The Brooklyn Edison Company, 
through its merchandise manager 
FE. A. Holmberg, has been, in a large 
measure, responsible for the success 
of this cooperative merchandising 
work. The volume of appliances 
sold, as a result of this cooperation, 
was in excess of $10,000,000 in 1936. 

The electrical manufacturers, the 
utilities, the distributors ‘and the 
electrical contractors all have their 
national associations which have 
helped in large part to build the 
electrical industry to a point where 
it is today. 

Why not a National Association of 
Electrical Appliance Dealers—an as- 
sociation that would be the final 
link in the chain of good merchan- 
dising in the electrical industry? 
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HOPPE’S 


UBRICATING 


Your Profits On 
Sales To Shooters 


LONG with every sale of ammunition, sell your cus- 
tomer what he needs to protect his gun and keep 

it shooting its best. Sell him 
A bottle of Hoppe’s No. 9 Solvent for bore cleaning. 
A carton of Hoppe’s Cleaning Patches to apply No. 9. 
A can of Hoppe’s Oil for lubricating gun actions. 
A tube of Hoppe’s Gun Grease to prevent rust. 
Hoppe’s Products, on the market and advertised steadily 
since horse-and-buggy shooting days, are needed by all 
shooters. Known for giving best satisfaction. Attractive 
in display. Order from your regular Jobber. Write us 
for shooters’ Gun Cleaning Guides—FREE. 


FRANK A. HOPPE, Inc. 








2314-A North 8th Street Philadelphia, Pa. 











‘ it takes” 10 WIN 
eB WORKSHOP MARKET 


Tt —_— 
LUTHER JR. 
Electric 
TOOL 
SHARPENER “@d 


Unsurpassed for general use on small tools . . . or as a light duty 
electric household sharpener, buffer, or silverware polisher ... the 
Luther Jr. sells exceptionally well during the fall and winter months. 
Popular with carpenters, householders, paper hangers, doctors, den- 
tists, jewelers, etc. Nothing more practical for a boy’s workshop. 
Pulley on motor makes it adaptable for many home workshop users. 
Women buy it because it permits use of both hands to guide their 
work . .. Produces a keen cutting edge in a twinkling . . . cleans and 
polishes quickly and beautifully. 


Equipped with Universal motor, operating on 110 volts alternating 
or direct current, 24%” Buffing Wheel and special high grade vitrified 
wheel, 3x5%x%6, and six ft. extension cord with plug. Substantial 
base is rubber cushioned . . . eliminates vibration . . . will not tip 
even though grinder is not secured to table. Attractive 2-color fin- 
ish, baked-on enamel. Weighs only 4 Ibs. Easily put away in kitchen. 


Put Luther Jr. Electric on display in your store. It’s a steady 
seller. And every owner is a steady customer for grinding and buf- 
fing wheels, chucks, polishing brushes, etc. Ask your jobber sales- 
man or write for full details and prices. 


LUTHER GRINDER & TOOL CO. 


FOND du LAC, WIS. 






tidhrer GRINDERS 


For Every Purse and Purpose 
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AUTO FAN & DEFROSTER 


Every motorist will want this amazing new 
streamlined K-M Auto Fan for all-year driv- 
ing safety and comfort. The Fan has safe, 
flexible rubber blades—and it is not a “spot” 
cleaner. The entire windshield is kept free 
from frost and sleet. Quickly installed— 
easily adjusted — quiet. On-and-off switch 
. and good profits for you. 


Write today for big K-M Broadside; it tells 
all about the K-M Auto Fan, and the K-M 
National Advertising 
which will reach 30 
million readers! 





K-M Electrical 
Speed Drill —a 
powerful %” drill— 
list price $9.95—with 
a handsome profit for 
you. 


#t6.¥.8.0ar. ore. 


ELECTRICAL APPLIANCES 





KNAPP-MONARCH CO., St. Louis. US. 
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FORECASTING 
A BIG VOLUME 


OF 
AUTUMN 
FILE 


SALES 


Nicholson File Adver- 
tising forecasts big 
volume, big profits 
and less selling effort 
for hardware retailers 
who are well stocked 
with these popular, 
fast cutting files. 

No idle files on your shelves when Nicholson 
Advertising is reaching millions, telling them to buy 
from the Hardware Retailer. 

From farms, home workbenches, industrial plants, 
schools, carpenter shops, and contractors, come 
customers for Nicholson Files . . . customers who 
have been told about the new ‘advantages of this 
famous brand by national advertising . . . prepared 
to pull business for you. 

Stock up now... at your wholesaler's. Nicholson 


File Company, Providence, R. I., U.S. A. 


PATENTS PENDING 


A FILE FOR EVERY PURPOSE 








Three Turnovers 
a Month 


(Continued from page 57) 


lated lines on the first floor, al- 
though of a different type and 
set-up are likewise very attractive. 
One unit is a three-shelf pyra- 
mided display with merchandise 
resting on mirror shelving and 
set off by mirror backing. An- 
other unit has cork-covered back- 
ground and shelf surface, nicely 
set off by chromium trim. 


Attractive Window Displays 


On page 56 is a typical window 
display of china and glass, etc., 
with prices plainly marked on 
most items shown. Modernistic 
display units, provided by a man- 
ufacturer of glassware add to the 
attractive appearance of this built- 
up display. While there is a va- 
riety of merchandise in this win- 
dow, all items are so attractively 
placed that it would be difficult 
for anyone to overlook any of the 
lines shown. The electric refrig- 
erator, over in one corner, with 
its brief but interesting talking 
cards, gives an extra bid for the 
selling of higher units of sale, 
and there is one chinaware set 
having a selling price of $25 in- 
cluded in the display. The white 
floor covering, white walls and 
red trim serve to add to the ap- 
pearance of the display, yet do 
not detract from the merchandise 
shown. Windows such as this are 
used for the department a good 
part of the year, excepting, of 
course, the Christmas season when 
holiday goods are featured. 

Even when a_ customer is 
pleased with merchandise bought 
for a party prize or gift attractive 
packaging is important, so the 
company has a reasonably wide 
variety of gift boxes, of plain de- 
sign, which will accommodate a 
large part of the gift lines offered. 
These boxes are made attractive 
by the addition of a black and 
gold label, bearing the company 
name. 

Although chinaware, glassware, 
etc., have not been extensively 
advertised, of late, the attractive 
window displays and store dis- 
plays have kept these lines mov- 
ing well. Two saleswomen serve 
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customers in the second floor sec- 
tion devoted to these lines, at all 
times, and one woman _ handles 
such sales on the first floor. Sales- 
people waiting on customers in 
other departments are permitted 
to take their customers to the 
second floor display to take care 
of their needs in the chinaware 
and related lines section. This 
plan encourages additional sales 
and makes the customer feel 
more at home. 


Stanley Booklet 


(Continued from page 46) 





wooden door which is hung on only 
two butts, one at the top and one 
at the bottom, from warping all 
over the place in the center. And 
the center of the door is just the 
place you want to keep in line be- 
cause that is where your lock is 
located. Nine times out of ten the 
annoyance of locks that stick comes 
from the omission of the middle 
butt to hold the door in line. Re- 
member, here at the front door as 
well as all through the house; three 
butts to a door.” 

Copies of “To The Man Behind 
The Counter,” known as_ booklet 
B-106, are available for retail hard- 
ware salesmen from the Advertising 
Department, The Stanley Works, 
New Britain. Conn. 





Store Alterations 


(Continued from page 53) 


las has a finely outfitted outdoor 
shop on one section of the second 
floor, but this he plans to move 
downstairs in the near future, and 
transfer the china and glassware 
department upstairs. He plans to 
install on this floor a fine ladies’ 
rest room much on the order of 
those found in moving picture 
theaters. 

“We want to do everything we 
can to make women want to come 
to our store to shop and shop in 
comfort,” Mr. Douglas states. 
“Our program for women is about 
three-fourths complete, and by the 
end of 1937 we expect to have a 
complete second floor department, 
almost entirely for women.” 

When Mr. Douglas had enough 
of the second floor remodeled to 
show women what it was going to 
be like he held open house for 
ladies of this district and broad- 
cast invitations for them to come 
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BUSINESS REPORT 


CONTINUED FAIR 
.-. AND RISING 
SALES 
CURVES 


BLACK 
DIAMOND 


Great areas through- 
out the farm belts, 
the industrial fields, 
lumber, school and 
craftsman markets 
continue to report a 
brisk and increasing 
demand for Black 
Diamond Files. 

And the Nicholson File Company reports that 
substantial schedules of carefully planned adver- 
tising for Black Diamond are ready to start now; 
creating still further business for well stocked 


Make your plans now to obtain more of the 
profitable file business enjoyed by hardware re- 
tailers in your community. 

Have your wholesaler round out your supply of 
fast selling Black Diamond Files. Nicholson File Co., 
Providence, R. |., U.S. A. 





SINCE 1863 THE STANDARD. OF QUALITY 
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and visit. More than 2000 re- 
sponded, and they went away ex- 
claiming enthusiastically about 
the fine new departments. 

The core of the hardware busi- 
ness today is still the general 
staple hardware items, Mr. Doug- 
las believes. But he feels that the 
merchandising angle has changed 
so much that a hardware dealer in 
order to make the amount of profit 


items so that we can supply almost 
any hardware need. When people 
think of hardware items, large or 
small they come to our store, be- 
cause they know they can get here 
what they are looking for. Then 
when they are here we try to sell 
them other lines as well, through 
good display and intelligent mey- 
chandising.” 

He points out that his firm has 





desired must add a few other lines 
and merchandise them intelligent- 
ly if he wishes to stay in business. 


four special departments which 
revolve around the general hard- 
ware line and make the whole en- 
lerprise profitable. 

The first is an excellent sheet 
metal department. Mr. Douglas 


“So far as we are concerned,” 
declares Mr. Douglas, “we carry 
a large enough stock of staple 


ND THEY'RE THE BIGGEST 
PEOPLE IN THE | 
BUSINESS 


FLYded ALL YOU WANT TO- 
THE CUSTOMERS LIKE IT AND 
I WE HAVE A GOOD BIG PROFIT 


age 
vr | 


ck | 


UNIFORM QUALITY -ANOTHER FEATURE 
THAT MAKES FlYpea THE BIGGEST 
SELLING FLY SPRAY IN THE WORLD.. 


N° MANUFACTURER ever got to the top on 
price alone! FLYded is cheaper (your customers 
can afford to usejmore of it) but it’s also stronger. 
FLYded doesn’t just confuse flies—it kills them. 
Naturally your customers repeat. With FLYded, 
**Low Price and High Quality” is 
no mere phrase—it’s a Fact! The com- 
bination is a sure winner for 
dealers. Phone your jobber today 
for a supply of FLYded. 












Full pint 

cans sell for 25¢— 

Six ounces, 10¢ 
makers of ANTded— 

Bucs fh -F 4—f. 

the f: io 

Siar Shona Ce Gacsen 








recently remodeled this depart- 
ment, and it enjoys an even great- 
er volume of business today than 
formerly. The department serves 
the industrial field, too, and does 
a great deal of air conditioning 
work in manufacturing _ plants. 
One recent job was to install cop- 
per ventilators in a woolen mill 
where they had too much moisture 
in woolen stock. 

“In this department we can do 
anything from soldering a can to 
installing and repairing air condi- 
tioning equipment. Through the 
suggestion of one of our men to 
the superintendent of a factory we 
have sold more than 300 clamp 
lamps to fit over lathes to provide 
better light for workmen. That is 
the way we try to take advantage 
of sales opportunities.” 

The second important allied de- 
partment, says Mr. Douglas is the 
homewares department that ap- 


- peals to the fastidious housewife. 


This has already been described. 

The third department is a well 
stocked, year around toy shop. 
Children are always having birth- 
days every day in the year, de- 
clares Mr. Douglas, and they need 
toys for such occasions. His toy 
department has brought many new 
customers to his store, he states. 
Formerly many Janesville people 
used to journey to Milwaukee and 
Chicago to buy toys, but since Mr. 
Douglas opened a big, complete 
toy section, these folks stay at 
home to buy. 

The fourth department impor- 
tant in the new scheme of things 
is a sports and personal goods de- 
partment. There is no reason, be- 
lieves Mr. Douglas, why a well 
managed hardware store will not 
be able to make a handsome profit 
on such a section. Recently he 
remodeled his sporting goods de- 
partment, enlarged it and is reap- 
ing his reward in increased busi- 
ness. 

He points out that the average 
man likes to come to a store where 
there is a large, well selected stock 
of merchandise in the sporting 
goods and personal needs line. By 
personal needs he means such 
items as pocket knives, razors, 
razor blades, rods, reels, winter 
and spring goods—those things a 
man prizes in a personal way. 

The toy and sporting goods de- 
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partment contains specially built 
racks- which enable the firm to 
make a-fine showing of this mer- 
chandise. The store carries a large 
stock of wheel goods such as bi- 
cycles, tricycles and doll buggies, 
and a fine volume has been worked 
up on these lines in recent months. 

When the toy department was 
first opened Mr. Douglas gave a 
small sack of candy to each child 
coming to the store. He gave 
away over 1500 sacks of candy, 
indicating the interest the children 
showed in the event. 

Mr. Douglas does considerable 
regular newspaper and radio ad- 
vertising. Much of the copy is di- 
rected to women, to get them to 
come to visit the store and the new 
departments. Many new custom- 
ers have been secured through 
such advertising. 

Insofar as possible, Mr. Douglas 
tries to have men clerks wait on 
men and women clerks on women. 
This policy has worked out well, 
especially with women. A woman 
sales clerk is more sympathetic to 
the more intimate needs of house- 
wives in housewares, declares Mr. 
Douglas. 

This hardware merchant be- 
lieves that a hardware store 
should retain its individuality as 
such, and with this in mind -he 
plans eventually to devote all the 
main floor to staple hardware 
lines with all allied and supple- 
mentary lines on the upper floors. 


Every Department 


a Store in Itself 
(Continued from page 49) 


trances. Thus a display space of 
more than 160 feet, calling for 
special treatment, is presented. The 
problem is solved by grouping. 
In displaying the precision tools, 
a panel of micrometers will be set 
some distance apart from another 
panel of rules. A group of one 
type wrenches in all sizes is bal- 
anced by a group of a set of tools 
for a specific job. Large articles, 
such as camping outfits, occupy a 
full window. Marine hardware is 
given a choice location. Frequent 
changes of parts or all of the win- 
dows follow the seasons. The en- 


tire set-up may be characterized as 
mass display yet, because of care- 
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THE FASTEST SELLING 
ELECTRIC HEATER 
ON THE MARKET... 






WESIX is sold | 
by more utilities 
and dealers than ! ! 
any other heater! * 


Over 200,000 new Wesix users will be created this fall! 
And over twice as many dealers are selling Wesix than 
ever before. 

Why? Because Wesix is the fastest selling little heater on 
the market—and this year it’s backed by the biggest national 
advertising campaign ever put behind a portable electric 
heater. National magazines — Time, Good Housekeeping, 
American Home, Hollands, Sunset, Parents — newspapers 
and radio will carry the Wesix story into every city and 
town in the United States. 

Join with the thousands of progressive dealers who have 
already ordered Wesix. Share in this quick profit! And, at 
the same time give your customers the advantage of a heater 
that really does the job. Remember, Wesix is the only port- 
able electric heater to receive national acceptance—the only 
one that gives you national advertising plus a complete mer- 
chandising plan plus a guarantee of customer satisfaction. 


HERE IS WHY WESIX OUTSELLS 
ALL PORTABLE ELECTRIC HEATERS 


Saves Money—Wesix circulates and radiates heat at the 
same time—brings quicker comfort at less cost. 

Quick Heat—People want small electric heaters for one 
purpose—quick heat in the bathroom or other small 
rooms. Wesix gives it. 

Eye Appeal— People want a heater that is attractive, 
blends with any color scheme. Your customers will say 
Wesix is the most beautiful heater they have ever seen. 

Light Weight— Women demand a heater that is easy to 
carry from room to room. Made of aluminum, Wesix 
weighs less than an electric iron. 

Guaranteed Five Years— The only portable electric 
heater backed by an unconditional 5-year guarantee. 

Perfectly Safe—Wesix is approved by Underwriters 
Laboratories, Good Housekeeping Institute and Elec- 
trical Testing Laboratories. 


Put in your Wesix order today. You make more money in 
selling one Wesix than several of a cheap make. Then too, 
there are no burnouts, no servicing, no “comebacks” to eat 
up your profits. 

Originally placed on the market at $12.50, the Wesix, in 
spite of advanced cost of materials, now sells for only $9.95, 
with a full profit and protection against price cutting. 


Order samples today from your jobber or 


WRITE DIRECT TO 


WESIX HEATER 


COMPANY 
Dept. 91, Wesix Building @ San Francisco, California 





























Show ’em the Bikes 
they’ll Buy! 


There is still time to make sure you have the 
bikes that sell more readily—the bikes most 
wanted by school-age boys and girls. Remem- 
ber, more cyclists ride Westfield-made bicycles 
than any other make! Order these popular 
models today— 
COLUMBIAS—for “tops” in quality and 
styling 
Westfield-line—for extra values at vol- 
ume prices 
Every Westfield-made bicycle looks better, 
rides easier, lasts longer. Each is a greater 
value, dollar for dollar, because Westfield has 
made bicycles for 60 years. The ditterence is 
in experience. 
National advertising constantly resells the ex- 
tra values behind Westfield’s trade-mark — 
widens the demand for its already famous 
name-plates—makes your selling easier. Send 
the youngsters of your town cycling happier 
back to school on Columbia and Westfield-line 
models! 
Reap a harvest of bicycle sales this fall with 
the Columbia-Westfield franchise! Get the 
facts from a Westfield representative, or write 
today to— 


THE WESTFIELD MFG. CO., Westfield, Mass. 
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ful arrangement, there is neither 
lost space nor crowded effect. 


26 Men Handle the Stores 


Because a single organization 
manages six stores where people 
come to buy rather than to shop, 
and because plans and_ policies 
have reduced the unit time sales 
factor, 26 men are able to handle 
all six stores, including the ac- 
counting departments. There are, 
however, 16 specialized salesmen, 
who are never upon the floors, who 
operate outside on every possible 
source of a sale. A continuous in- 
formative system keeps the depart- 
ments inside the store and the 
salesmen outside on the trail of 
building contractors and remodel- 
ing agencies. 

The same closely-knit organiza- 
tion that developed six highly spe- 
cialized hardware stores into what 
may well be considered the ultra- 
modern in merchandising is being 
rewarded for its ingenuity by an 
ever-increasing business. 


The Model Way 


(Continued from page 79) 





units at $30 and $19 respectively. 
Miniature gasoline engines for 
flying model airplanes sell at 
$21.50. Blueprints and finishing 
instructions for ship models range 
in price from $1.50 to $11.95. 
While these prices will vary, 
they are fairly representative and 
will serve to illustrate the volume 
sales that a hardware dealer can 
build from this type of equip- 
ment. : 
It may seem that the cost of 
built-to-scale model-making is be- 
yond the pocketbook of the hard- 
ware dealer’s average customer. 
But so wide is the scope of model- 
making that it is able to encom- 
pass people whose major talents 
lie in all directions. Models have 
been made from old tin cans, 
soap boxes, and old alarm clocks 
at a cost of almost nothing. Yet 
there are individuals and groups 
actively engaged in making mod- 
els who purchase the more expen- 
sive equipment. These are the 
railroad men, ship builders, doc- 
tors, lawyers, students, and men 
from other professions who are 


| found in all communities. 


Within the past few months, 





Your best 
CUSTOMERS 


Gt Ou | 
BEST CUSTOMERS 








Nor only will your best 


customers want these tools 
but you will want them too 
because they bring you not 
only the best kind of trade 
but a better profit as well. 
UTICA offers the widest 
line in the world to choose 
from, enabling you to select 
the tools that move fast in 


your locality. 
* 


UTICA 
Alloy Steel Angle Nose 
Gripping Plier 
No. 523 


7 in. — Retails at $1.15 


UTICA 


DROP FORGE & TOOL 


CORPORATION 
UTICA > NEW YORK 
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Galena ¢ 


100% 


SEF 





















DOGGONE —THAT’S 
SWEET MUSIC! 














I'd been stalling off the Galena salesman for 


a jong time—but I finally ordered a supply. 














Complete stock—all necessary grades of oil, 
plus a display rack and a lot of swell sales 
material—cost me less than fifty dollars! 











And Galena has shown good volume and good 
profits since the day it came in. 


® Small stock—fast turnover—good repeat _ | 
business—that’s why hardware dealers ev- 
erywhere are making real profits on Galena 
Motor Oil. Ask your jobber—or write us. 
Gelena Oil Corporation, 404 Butler $1., Cincinnati, Ohio 


GALENA 


100% PENNSYLVANIA MOTOR OIL 
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the New York Society of Model 
Engineers, an organization com- 
posed of model-makers, in a New 
York office building, exhibited the 
work of its members. The show 
attracted a large number of peo- 
ple and no doubt New York now 
has many new scale model en- 
thusiasts. On display were ship 
models, airplanes, trolley cars, 
electric trains, steam engines, 
power tools, photographs of hob- 
byists and their extensive equip- 
ment, etc. 

Represented at this show was 
A. W. Gerstner & Co., hardware 
dealer of New York City, with 
an interesting and attractive dis- 
play of power tools, especially 
suitable for the hobbyists’ use as 
well as train models and assembly 
kits. 

Also on display at the show 
was a complete railroad system 
constructed along one side of the 
room. This exhibit caused a great 
deal of comment and excitement, 
for laid before the observers was 
what appeared to be a birdseye 
view of a huge railroad line. But 
it was a built-to-scale, working 
model, complete with trestles, 
drawbridges, freight yards, tun- 
nels, trunk lines, underpasses, 
railroad buildings, and a central 
control switch, which flashed sig- 
nals to a single switchman. 

The work of other model 
groups is equally absorbing. The 
Westchester Model Club, Inc.. 
composed entirely of male mem- 
bers and with an age limit of 
eighteen, operates a model road 
in an unused station of the New 
Haven Railroad at Pelham, N. Y. 
The club meets there three times 
a week to work out its complete 
“Eastern Lines.” The old express 
office hums with lathes, drill 
presses and other power tools. 
Locomotives and cars are hand- 
made on exact quarter-inch scale 
and to one-foot scale and trains 
run over tracks equipped with 
miniature spikes, rails, and ties, 
automatic signals, etc. This proj- 
ect is financed by $10 yearly dues 
from its membership and will 
eventually be landscaped to the 
smallest detail, even to the bill- 
boards along the right-of-way. 

But such activities are not con- 
fined to clubs. Individual model- 
makers utilize their cellars and 





NATURAL 
WHITE 








. Give EXTRA VALUE to users 
because of their non-glare, eye- 
comfort qualities. 


. MORE PROFIT to dealers on 
quick turnover merchandise and 
ready-packed cealers’ assortments. 


| gg eigen the need for light free 
from glare, the SAVE Research Engi- 
neers developed a Sight-Saving lamp which 
can be used in ordinary fixtures. SAVE 
Natural White Sight Saving Lamps are now 
used in America’s finest homes, schools, in- 
dustrial plants, offices and public buildings. 
@ Experience shows that customers demand SAVE 
Lamps once they have experienced the eye comfort 
of Natural White Sight-Saving light. Made in 
sizes from 10 to 300 watts. 


SAVE DEALS 
SAVE is now 
offering 2 Extra- 
Profit, Ready - 
Packed Deals 
with complete 
merehandis- 
ing equipment. 
Displays include 
colorful “SELL- 
AT -SiGHet’* 
counter display 
equipped with 


flasher showing 
the superior qual- 
ity of Natural 
| White soft, dif- 
| fused light (‘llus 
| trated). Also 
sturdy, all - metal 
floor display 





stand, window 
streamers, etc. 
@ SAVE Lamps are also made in all standard types 
and sizes and are the product of long experience in 
lamp manufacture. 
@ For full information, write at once to your job- 
ber. 
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when Belts 


Renew the old belt's grip and prolong its life with Dixon's Belt Dressing 


a Jed Devil’ TOOLS |. 


Tools That People Know... Need...and BUY 


. } 
VY DUTY) REVERSIBLE BOX OR GENERAL 
PISTOL Grip . 75 uTuiry - 50 


For quick clean-up work these Red Devil Twe Blade 
Wood Scrapers are displacing other tools formerly 
used by carpenters, painters and home craftsmen. 
Low priced, fast moving, profitable. No screws or 
bolts to bother with. Two blades save sharpenings. 
The unique counter display has a light reflecting top 
that compels attention and makes sales on sight. 





Each cutter wheel is sealed in oil by a transparent, 
air tight cap that keeps tools fresh and factory per- 
fect. Nos. 024, 023 and 48 are obtainable in this 
attractive display that makes customers remember 
that they need a glass cutter. When ordering easel 
display packing, add letter (D) to numbers wanted 
—024D, ete. 


LANDON P. SMITH, INC., IRVINGTON, N. J. 





Profits. 




















will Slip 


Two proven forms are available 


DIXON'S SOLID BELT DRESSING—the old favorite 
red-labelled giant bar (8” long, 2” diameter) pre- 
vents belt slip, preserves belting life. It's easy to 
cb ly to running belts. The cardboard cylinder 


ch encases the stick is readily peeled off as the 


dressing is used. There is nothing better for leather, 
rubber and composition belts. 


DIXON'S PASTE BELT DRESSING for leather belt 
and manila rope drives waterproofs the belt, re- 
stores and maintains belt cling, by keeping the 
belt pliable—all without imparting a sticky, dust- 
catching surface. Nothing else like it for manila 
transmission ropes—keeps the fibres flexible, in- 


creases traction, waterproofs, prevents rotting. 


Write for booklet O-40. 
JOSEPH DIXON JERSEY CITY 
CRUCIBLE CO. OK NEW JERSEY 


DIXON’S solid BELT DRESSING 


ll 





Don’t Grip 








attics and operate similar equip- 
ment. Back yards and gardens are 
traced with railroad lines that are 
operated throughout the years. 
The seasonal weather hazards offer 
additional thrills and call for 
miniature snow plows. 

In Central Park, New York 
City, a conservatory lake is set 
aside for the exclusive use of 
model boat engineers. Special 
events such as speed boat and 
sail boat races attract large 
crowds of spectators. 

But the dealer may ask, how 
can he promote the idea of model 
building in his community? Much 
valuable promotional work has 
already been done and is being 
done each day. Model-makers’ ac- 
tivities have reached such propor- 
tions and are so interesting that 
they have a definite news value. 
Newspapers and magazines re- 
peatedly carry stories and articles 
about built-to-scale model proj- 
ects and clubs. Manufacturers of 
this equipment are reaching a 
great number of people by ad- 
vertising, mail and by sponsoring 
contests. 

All this free publicity is more 
and more creating an_ interest 
in model craftsmanship and a de- 
mand for the proper and the best 
equipment. If the hardware deal- 
er makes his store the headquar- 
ters for the model hobbyists of 
his community, he has a ripe 
opportunity to turn all this free 
promotional work to his own ad- 
vantage—in new sales and repeat 
orders. 


National Income 


National income — From 55 
billion dollars in 1935 to 63.8 bil- 
lion dollars in 1936, thus continuing 
the upward trend which was initi- 
ated in 1933, according to the Sur- 
vey of Current Business, prepared 
by the Division of Economic Re- 
search, Bureau of Foreign & Domes- 
tic Commerce. The net value of 
goods and services produced in the 
United States in 1936 was nearly 
9 billion dollars more than the re- 
vised estimate for 1935, and nearly 
25 billion dollars, or 61 per cent 
above the low point of the depres- 
sion recorded in 1932. 
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Three C’s of 
Credit 


(Continued from page 92) 


that there is danger ahead and 
that your customer must possess 
good character in order to qualify 
as a desirable credit risk. 

Finally, we come to the third 
element which enters into the 
question of the credit of your 
customer. That is Capacity or, in 
other words, ability. If your cus- 
tomer is a contractor, is he ca- 
pable in the line of construction 
and in the practice of good busi- 
ness methods? If he is a farmer, 
what does he know about that 
line? Does he give attention to 
business and is he making prog- 
ress in his line of work? He may 
not have had the opportunity of 
a college education but, in your 
contact with him, have you ob- 
served whether he possesses good 
common sense? Ordinarily, you 
will find that the debtor, who 
cannot pay and who offers one 
excuse after the other, does not 
qualify as to capacity, although 
he may be a leader in some of 
your local associations. 

Then, there is the debtor who 
is continuously complaining about 
the government, the local banker, 
your service and almost every- 
thing. Look out for that individ- 
ual. He usually finds fault with 
everyone but himself. Analyze 
his case carefully and you will 
inevitably conclude that he does 
not possess capacity. 

So many incidents and observa- 
tions come to the attention of a 
creditor, which readily establish 
ability, or show that it is lacking. 
Would it surprise you to know 
that 40 per cent of the failures 
result from the business incapac- 
ity of the owners? Again you 
should know that four out of 
every ten failures are caused 
through the dealer’s lack of abil- 
ity. So that 80 per cent of busi- 
ness failures result from lack of 
capital, lack of ability or both. 
It follows, therefore, that if capi- 
tal and capacity are both missing, 
you have a very, very bad credit 
risk confronting you. 

Thus, when making a sale, Mr. 
Merchant, base your judgment 
upon the Three Big C’s in Credit. 
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Overwhelmingly 


America’s Favorite 


T’S no accident that nearly 90% of 

all churns sold in retail stores are 
DAZEY Churns. Generations ago 
the DAZEY name was firmly estab- 
lished as signifying the one type of 
churn that produced more butter 
faster and easier than any other kind. 
Constant improvement has kept that 
reputation intact. It has been passed 
& on from neighbor to neighbor and 
from generation to generation that 
others may look like Dazeys but 
there’s a lot of difference in churning 
results...in easy cleaning and in dura- 
bility. Today’s 9 to 1 preference for 
DAZEY Churns is the natural result. 
Why make only one sale and one 
profit? Handle the complete DAZEY 
line—make nine sales and nine profits 
instead. Your jobber will be glad to 
give you complete information. 


if Sold Only Through 

: \ JOBBERS AND DEALERS 

A SIZE FOR EVERY NEED... 2 ATS. , ‘a CHURN & MFG.CO. 

TO 10 GALS... HAND OR ELECTRIC # “a 4301 WARNE AVENUE 
— ST. LOUIS, MO. 











BATHROOM 
ACCESSORIES 


A companion line to the famous No. S011 
Miami Bathroom Cabinets. Forged 
brass; heavily nickeled; hard chro- 
mium covering. Resist wear—retain 
brilliance. Miami Accessories are 
fast selling and profitable. Nation- 
ally advertised. Stocks in principal No. 6010 
cities. If your Jobber cannot supply 
you, write us. 











No. 6001 Tumbler Holder 

No. 6002 Paper Ho'der—Chrome Roller 
No. 6004 Soap and Grab Bar 

No. £011 Double Robe Hook 

No. 5010 Single Robe Hook 

No. 5009 Tooth-Brush Holder 

No. 5002 7%” x 24” Octagon Towel Bar 























THE MIAMI CABINET DIVISION 


THE PHILIP CAREY COMPANY 
Middletown, Ohio 

















FOR THE 


IN YOUR 
COMMUNITY 


Yes ANT 


SUPER-OIL 
PORTABLE HEATERS 


Almost severy home has its “Arctic 
Circles” — attics, basements, bath- 
rooms, sewing rooms that are chilly 
and uncomfortable. These rooms 
give you an opportunity to make 
extra dollars by selling Ypsilanti 
Super-Oil Portable Heaters. 


These heaters have been sold for thirty 
years. The new models are smart and mod- 
ern in appearance. They give quick, clean, 
healthful heat. There are two sizes — three 
finishes. We back you with “Arctic Circle” 


advertising helps —free. Write for details. 


UNITED STOVE CO. 





YPSILANTI, MICH. 


Send details about Ypsilanti Super-Oil 
Portable Heaters and your free ‘“‘Are- 
tic Circle” Selling Helps. 


NAME essence 
ADDRESS : ecconesen 
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namely, Capital, Character and 
Capacity. 

In this discourse, I am _ re- 
minded of a patient who went to 
consult a doctor about his physi- 
= condition. “Ah,” said the doc- 

r, looking into one eye, “it is 
easy for me to see what is the 
matter with you! This is not 
merely eye trouble; it is an affec- 
tion of the nervous system. There 
are all the signs of liver trouble, 
of fatty degeneration of the heart, 
of a bad blood supply. The only 
thing I can recommend is —” 

“Here, here!” criéd the patient. 
“isn’t it about time you looked 
into the other eye? That’s my 
glass one, you know.” 

The moral of this story is—let 
us be more ambitious to learn all 
about credit, thorough in making 
investigations and intelligent in 


arriving at the proper conclusion. 
In other words, look at both eyes 
instead of only at the glass one 
and make a complete examination 
of your patient. 

Local credit organizations serve 
their purpose and every dealer 
should have such service, but the 
responsibility of knowing the 
credit standing of your customers 
cannot be shifted entirely upon 
them. Mr. Merchant, if you can 
qualify as a good credit man and 
collector, your business will bene- 
fit materially. Your profits will 
be better. You will make it 
easier for yourself in operating 
the business. Furthermore, you 
will convince your supply houses 
that you measure up to the re- 
quirement of capacity in every 
respect as a credit risk. 


“Farming” Assures a Source of 
Supply for the Sponge Industry 


RRIVAL of the first harvest of 
Fee -grown sponges, the result 

of three years’ experimental 
“farming” off the Bahama Islands, 
has been announced by Theodore 
Schroeder, president of Schroeder & 
Tremayne, Inc., St. Louis, interna- 
tional distributors of sponges. 





THEODORE SCHROEDER 


Faced with an acute world-wide 
shortage, and confronted with in- 
creasing inroads of substitute com- 
modities and prohibitive prices for 
sponges, associates of Schroeder & 
Tremayne, Inc., in the Bahama 
Islands, undertook the financially 
hazardous experiment of scientific 


sponge culture to augment nature’s 
supply. 

With all known sources virtually 
depleted, sponge fishermen have 
found it necessary to go farther and 
farther out to sea and into deeper 
and more dangerous waters, with a 
consequent increase in the cost of 
production. 

In some cases, low grades which 
formerly were classed as non-com- 
mercial, have been placed on the 
market in an effort to meet the de- 
mand. The effect of this has been. 
however, to discourage the use of 
sponges and the substitution of less 
satisfactory materials such as rags 
and fabricated specialties. 

Three years ago the Bahama 
group, with the cooperation of the 
British Colonial Government, under- 
took to replenish the supply of high- 
grade natural sponges by scientific 
propagation in sheltered inlets of the 
Bahama Islands. The first crop con- 
sists of more than five thousand 
sponges, all excellent specimens in 
the most desirable sizes and shapes. 

Divers brought up live sponges 
from which thousands of “cuttings” 
were taken and “replanted.” The 
live sponges were cut into small 
pieces, with one “eye” used for 
germination purposes, similar to the 
manner in which potatoes are cut for 
planting. 

The “cutters” were attached with 
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Top: Sponge “seedlings.” cemented to concrete discs and placed on the 
ocean floor in protected shallows, flower into full growth in the shape shown 
here. Contact with the disc forms a fabric-like base on the bottom surface 


of the sponge. 


Left: Here the sponge is impaled on a slender stick which is embedded in 


the ocean floor. More desir- 
able shapes, lacking the core- 
like flat surface of the disc- 





grown type, are produced by 
the stick method of planting. 

Right: Illustrating two meth- 
ods by which sponges are 
harvested. 














strong sisal strands to concrete discs, 
or to one end of long wooden sticks, 
and then planted in a sheltered inlet 
where they would have the greatest 
protection from tropical hurricanes 
and predatory marine life. 

The discs were used where the 
ocean bottom is solid coral, the stick 
method where the bottom is sand 
or mud. The top end of the stick 
is left high enough off the bottom to 
avoid the shifting sand, and the mor- 
tality is not severe when the plant- 
ings are in favorably located waters 
secure against violent tropical storms. 


Method Determines Type 


The shape of the sponge is deter- 
mined by the method of planting 
employed, with those planted on 
sticks growing more rapidly and 
producing a more desirable type of 
growth. Those planted on the flat 
surface of the concrete show a tend- 
ency to spread out and develop a 
flat, smooth bottom or root. Those 
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drawn on sticks spread in all direc- 
tions, and their only point of ad- 
hesion is a small hole in the center 
which remains when the sponge is 
pulled off the stick. It is probable 
the stick type sponge will be the 
principal product of the sponge 
“farmer” in the future. 


A Perpetual Supply 


Just as the lumber industry has 
found that a perpetual supply of tim- 
ber can be assured by reforestration, 
the sponge industry sees hope for the 
restoration of its sources of supply 
through the development of sponge 
“farming.” Approximately 220,000 
sponges were “planted” in the Ba- 
hama Islands during the last three 
years, and a half million are being 
set out this year. The British Co- 
lonial Government is extending every 
cooperation to encourage the project, 
according to Schroeder, including 
protection for the growers against 
filchers and poachers. 














Your Best 
BET 


for an increased volume in floor cover- 
ing sales is Armored with BAKELITE*. 
It's the biggest hit in felt base floor 
covering in many years—with three 
sales advantages now proved by ex- 
haustive laboratory tests that give you 
the soundest selling points you have 
ever had for any floor covering. Here 
is the result of the first test— 


PROOF OF 
SUPERIORITY 


Ordinary Floor Covering 


The Soap Test 


Bird Floor Covering, Armored with 
BAKELITE*, and ordinary floor cover- 
ing were submitted to an alkali solu- 
tion ten times stronger than ordinary 
soap for a period of two hours. 
Armored with BAKELITE* proved that 
it can take it. The illustrations above 
are taken from actual photographs 
showing the result. 

* Trademark of the Bakelite Corp. 


BIRD 
FLOOR COVERING 
SALES CORP. 


EAST WALPOLE, MASS. 
NEW YORK CHICAGO 
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- FAIRBANKS 
a ne 
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« 


INSTANT ACCURACY 


ON FAIRBANKS SCALES 
WITH PRECISION INDICATOR 


Time saved soon pays for 
Fairbanks platform 
scales with precision in- 
dicator. No guessing at 
am Balance... 
you know in- 
stantly whether 
weight is over or 
under. Accuracy 
increase 
every fraction 
caught. Bulletin 
ASME 202—11 
tells how to stop 
losses ... save 
time. Write 
Fairbanks, 
Morse & Co., 906 
S. Wabash Ave., 
Chicago, Ill. 


7217-SA202.53 
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O Beaters 


That’s Quality You Sez Coming! 


And the appeal of QUALITY 
creates business and PROFITS. 
NOW IS THE TIME to take 
advantage of it. 


QUALITY GOODS are those you 
can PROVE the best. In Egg- 
beaters, it’s the LADD LINE only 
that will PROVE—these FAST- 
EST STEEL BEATERS, and it’s 
complete—14 numbers for ll 
hand requirements: 4 more in. 
glass, 25c to $2.50. They are NOT 
in National chains or M-Os. Al- 
ways bring their prices, thus 
PROFITS. Cost no more. 

50c LADD No. 9 NOW WITH 
STAINLESS FLOATS. 


NEW ATTRACTIVE COLOR, 
boxes and handles for some—and 
don’t forget—the MOST EFFI- 
CIENT GENERAL PURPOSE 
BEATERS ever made. No come- 
backs. Jobbers and us. ' 


United Royalties Corporation 
1133 Broadway, New York 
THE FAST SHALL BE FIRST 


in 


\ 
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Southern California In- 
dustry Indices At Higher 
Levels Than In ‘36 


RACTICALLY all indices of 

Southern California business 
and industry were at comfortably 
higher levels for the first half of this 
year than for the corresponding 
months last year reports the June 
issue of the Southwest Business 
Review. The publication which is 
prepared monthly by the Domestic 
Trade Department, with the co-op- 
eration of the Agricultural, Foreign 
Trade, Industrial and Research De- 
partments of the Los Angeles County 
Chamber of Commerce, states that, 
“Bank debits, building permits and 
post office receipts are well in ad- 
vance of last year, showing increases 
ranging from 12% to 18% with 
only stock exchange transactions 
failing to record a gain. Figures 
covering industrial employment and 
payrolls for May show Los Angeles 
County ahead of last year by 19% 
and 33% respectively. 

“Manufacturing operations are 
holding steady, the month of June 
being featured by a continuation of 
the entrance into the local field of 
additional factories and important 
enlargements of existing facilities. 
Foreign commerce during June av- 
eraged 37% ahead of last year. 
while the total for the first six 
months was 26% ahead of the 1936 
period. 

“Although showing moderate de- 
clines in some lines, June wholesale 
business kept at a general level of 
15% to 20% ahead, while retail 
trade held fairly steady at around 
10% in advance of last year. 

“From May to June, however, the 
hesitation in certain lines first 
noticed in April, persisted with 
building permits failing for the first 
time in several years to reflect either 
a gain over the previous months or 
an increase over the previous year. 
Stock Exchange transactions, too, 
took a 38% drop from May. These 
conditions are the results not so 
much of any seasonal fluctuations, 
as from a continuation of various 
elements of uncertainty in the eco- 
nomic picture, both domestic and 
foreign, which are translating them- 
selves into a definite feeling of cau- 
tion on the part of many investors.” 

The month of June, and the end 
of the first six months period, de- 
spite these temporary recessions says 





| 
| 














IN GREATER 
DEMAND 
THAN EVER! 
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AT YOUR SERVICES 


Tur “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He’s at your 
service! 
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Arm and Hammer 


Solid Stocks and Dies 


Look for the 





Chasers 
Must be 
*““Backed-Off”’ 
Today 


ARMSTRONG BROS. Stocks are of Certi- 
fied Malleable Iron, accurately machined 
and now Cadmium plated. Trim, balanced 
tools, they take the awkwardness out of 
pipe threading. 

ARMSTRONG BROS. Dies are Special Van- 
adium Tool Steel with ‘‘backed-off’ teeth 
that start easily, cut with less effort, cut 
faster, smoother threads and come off pipe 
without tearing cr jamming. 

Today pipe tool buyers know that dies must 
be ‘“backed-off’ to eliminate ‘‘drag,’’ to 
cut smoother threads. They have also 
iearned to look for the Arm-and-Hammer 
Mark as the guarantee of highest quality. 


jn” ARMSTRONG BROS. TOOL CO. 
Catalog “The Tool Holder People” 


314 N. Francisco Ave. 
Chicago uu 3. 2. 














SHIELD 
BRAND 





DRILLS ¢ REAMERS 
TAPS « DRILL CHUCKS 
MILLING CUTTERS 
SPECIAL TOOLS 





THE STANDARD TOOL ((0. 


CLEVELAND OHIO 
BRANCHES: 
NEW YORK — DETROIT — CHICAGO 
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the Review, “Finds Southern Cali- 
fornia in a position which though 
there may be some noticeable sum- 
mer lull, offers every encouragement 
of a continued steady general ad- 
vance in the Fall.” 


Small Town Hardware 
Store Promotes Sale 
of Ranges 


HE hardware store of A. J. 

Heeg & Co., in the little town 
of Waterman, Illinois, a town of 700 
population, has been very success- 
ful in the sale of wood-and-coal 
burning ranges to the people of the 
surrounding farm territory. Most 
of this section has not as yet been 
electrified and the coal-and-wood 
range is still used. 

One of the methods by which the 
Heegs have helped sell a popular 
line of ranges is by stringing a 
large number of “Sold” signs across 
the rear of the store. The signs are 
fairly large and printed in black on 
red cardboard. In addition to the 
word “Sold” in large letters, the 
cards contain the name of the buyer, 
address, and date of delivery. 

An even 100 of these signs are 
strung across the room, where every 
person entering the store cannot help 
but see them. The 100 signs rep- 
resent sales for only a short period 
and are only a small part of the 
total number of ranges sold. 

These signs are effective in that 
most people like to own any article 
that is popular with their neigh- 
bors. Therefore, when they see the 


large number of ranges sold, nat- 
urally they feel as though they 


should own one themselves. The 
signs not only help to sell ranges, 
but they help to sell other items in 
the hardware stock as people like to 
patronize a store which they know 
is doing a good business, a fact 
evidenced by the large number of 
“Sold” signs. 


Catalog For Locksmiths 


A new catalog prepared by the whole- 
sale firm, D. Silver Hardware, Inc., 19 
Essex St., New York City, known as 
Catalog No. 37, shows a full assortment 
of key blanks and numerous items for 
a general line of supplies, tools, replace- 
ment parts, and equipment for lock- 
smithing. Other items in the catalog 
include skate grinding equipment, door 
check parts, wrenches, repair outfits, 
locks, hardware, suit case handles, and 
repair parts, spring winders, etc. 
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@ A complete line of 
good tools for Plaster- 
ers, Bricklayers, Ce- 
ment Workers and Tile 
Setters. 


Marshalltown 

Trowel Company 

MARSHALLTOWN, IowA 
” 








Supply Lvery Legally Speaking 


lhain Demand Can't Keep Out 


Competition 
ot Your AN local businesses be pro- 


tected from outside competi- 


] di 3° tion by state laws or town 
iia] e ‘any ordinances? Apparently not to any 


great extent, according to a recent 
le f decision handed down by the Court 
me of Appeals of Maryland. 

4 There, it appears that a Maryland 
town passed an ordinance prohibit- 
ing solicitors and other transients 
from soliciting orders and _ selling 


/ , 







Trace Chains 


Butt Chains merchandise within the town limits 
Stake Chains unless licensed by the town. The 
Breast Chains same ordinance exempted represen- 
Halter Chains tatives of local business houses from 
Hobble Chains the license requirement. 


A solicitor for a merchandising 
company located in the District of 
Columbia undertook to solicit orders 
in this town and was arrested by the 
local authorities. He was informed 
that he and all other representa- 
tives of the merchandising company 
would be arrested on every occasion 
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Cow Ties 
Tie-Outs on which they attempted to serve 
Halter Chains old customers or secure new ones 
Anti-Cow in the town. 

Kickers Deciding the case in favor of the 


outside merchandising company and 
its representative, the court said: 
“The ordinance is void because it 
discriminates against a non-resident 
in favor of the resident business. 
and this violates the fourteenth 
amendment of the Federal Consti- 


ne 


Exerciser 





Chains tution. If the local merchant, in 
Lead Chains response to whose complaint such 
Kennel Chains ordinances are passed, would be rid 
Choke Chains of such competition, he must submit 


to the same penalties, burdens and 


Couplers i . 
conditions as he would have imposed 
Handle the cuom- he i aa 
ple te HODELL on the intruders. 
Line of Animal Chains The court referred to numerous 


cases along the same line in other 
states, indicating that local laws in- 
tended to exclude outside competi- 
tion, particularly from another state, 
are not likely to hold water in court. 
(Jewel Tea Company vs. Town of 
Bel Air, 192 Atlantic Reporter. 
417.) 


and you can greatly in- 
crease your chain sales—for 
the HODELL Line comprises 
a type and size for every prefer- 
ence and need. 
The workmanship, materials, 
and design are the finest 
possible to obtain. 
Write for catalog. 
THE HODELL CHAIN CO. 
3934 Cooper Ave. Since 1886 


Cleveland, Ohio The Unsatisfactory 


Worker 
Does an employee give satisfaction 
when his work is satisfactory in the 
opinion of third parties or only when 


| it is satisfactory to his employer? 

AN IMAL In a recent court decision the facts 
were that a manufacturer employed 

a designer for a period of six months 

C H Al ad $ | under an agreement which provided 
| that the designer would perform his 





work to the satisfaction of the em- 
ployer. After three months, the 
manufacturer served on the designer 
a written notice of dismissal con- 
taining ten particularized reasons 
for dissatisfaction, such as tardiness. 
disobedience, poor work and _ inef- 
ficiency. 

The designer promptly sued for 
the balance of the salary which he 
would have collected had he been 
permitted to finish out the six 


months’ term of his contract. He 


testified that when he would ask his 
employer whether the latter was 
satisfied with his work. the employer 
would always reply “a hundred per 
cent.” 

Now it would seem that when the 
contract provided that the work was 
to be done to the satisfaction of the 
employer, his ten reasons for dis- 
satisfaction would end the matter. 
The court reasoned that way and 
dismissed the case. The designer 
appealed and the appeal court or- 
dered that the case be given a new 
trial. 

“The employee offered evidence 
from which a jury might reasonably 
find that the employer was satisfied 
with his efforts,” the appeal court 
pointed out, “since the undisputed 
testimony of the employee was that 
the employer had declared he was 
entirely satisfied with the employee’s 
work. Now if this be true, then the 
specification of reasons for the dis- 
missal is false. This, therefore. 
raises the issue as to whether the 
designer’s services were actually 
satisfactory to the employer or the 
dissatisfaction was feigned.” 

Possibly the employer, even 
though dissatisfied, may have ex- 
pressed satisfaction to the employee 
to encourage him to better and 
greater efforts, but the court appar- 
ently took the employer’s words at 
face value. (Cooper vs. Singer, 191 
Atlantic Reporter, 849.) 


Make That Partner 
Behave 


A hot-headed member of a part- 
nership can quickly get the other 
partners into the proverbial peck of 
trouble, as a recent lawsuit illus- 
trates. Two men were partners in 
a small business, and one of them 
got into an argument with a cus- 
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Meet all customers’ Can Needs with 
Illustrated below—the WITT Under- 
ground Garbage Receiver—an out- 
standing value. Witt also makes e 
Roller, Hoisting, and Hooded Cans, 
Mopping Pails, etc. 


WITT Cans—developed by the originators of the corrugated Can and 
backed by a half century of manufacturing experience—assure cus- 
tomer satisfaction . . . build good will and extra profits for YOU! 
They are strongly made to outlast 3 to 5 ordinary Cans—guaranteed— 
leak-proof, vermin-proof—the quality Cans for quality buyers. Ask 


your jobber—or write for illustrated catalog and details of interesting 
dealer proposition. 


THE WITT CORNICE COMPANY & Cincinnati, Ohio 


Witt Ash and Garbage Cans made in sizes from 
5 to 33 gals. capacity. Oily waste cans made in 


———— | i ¥ P 
SOT Say | <—_. ~¢ seven sizes, hand or 
a 3 ie 4 . View foot operated covers. 
= | t rT 
=. i SE. josat 


Witt 
UNDERGROUND 
ACE RECEIVER 
No. 10-AS 
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TOOL USERS AGREE 














Men who work with tools—in larg- 
est industrial plants or smallest re- 
pair shops—know “There’s a dif- 
ference” in Morse Tools! 


Toolmaking experience, carefully 
controlled hardening, accuracy in 
gtinding, each helps to assure this 
difference. It is the reason why 
Morse Tools are so satisfactory to 
use and to sell. Is your stock 
complete? 














THE MORSE LINE 


Includes 


High Speed and Carbon 
Drills Chucks 
Reamers Counterbores 
Cutters Mandrels 
Taps and Dies Taper Pins 
Screw Plates Sockets 
Arbors Sleeves 


MOR SE 


TWIST DRILL & MACHINE CO. 
NEW BEDFORD, MASS., U.S. A; 
NEW YORK STORE: CHICAGO STORE: 


570 WEST 


130 LAFAYETTE ST. RANDOLPH ST. 
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tomer who, he felt, had “pulled a 
dirty trick” on the partnership. An 
altercation ensued and the customer 
was injured by blows of the indig- 
nant partner. 

The customer then brought a suit 
for damages against the partnership 
and against both partners individ- 
ually. This suit was based on the 
legal theory that a partnership and 
all the partners are individually 
liable for the torts of one partner 
committed in the course of the 
partnership business. A tort is a 
wrongful act whereby an innocent 
person is in some way damaged. 

Fortunately in that particular 
case the partnership and the other 
partner were excused of liability by 
the court on the ground that the 
wrongful act of the other partner 
was not committed in the course of 
the partnership business. 

“The test of the liability of the 
partnership and of the several mem- 
bers thereof for the torts of any one 
partner,” said the court, “is whether 
the wrongful act was done within 
what may be reasonably found to 
be the scope of the business of the 
partnership. That partners are in- 
dividually responsible for torts by 
the firm when acting within the gen- 
eral scope of the business, whether 
they personally participate therein 
or not, we regard as entirely clear. 
If the wrongful act is a partnership 
act, it must also be severally the act 
of the partners; but if it is wilful 
and malicious and done by one of 
the partners without the knowledge 
or consent of the others and not for 
the benefit or purposes of the part- 
nership, it will not be considered as 
within the usual scope of an ordi- 
nary business partnership.” 

On the other ,hand, the court 
pointed out: “If the wrongful act 
complained of is done by one part- 
ner for the benefit of the firm, and 
the firm afterwards takes advantage 
of it and adopts the transaction, all 
the members of the firm may then 
become responsible for the act and 
its consequences.” 

This rule would apply where one 
partner defrauded or otherwise in- 
jured a customer in such a way that 
the partnership knowingly benefited 
by the wrong. This rule of partner- 
ship liability does not mean criminal 
liability, but applies to the liability 
of the partnership and the individual 
partners to pay for the damage re- 
sulting from the wrongful act of 
the one partner. 

The complications of partnership 
liability are the principal reasons 
why lawyers recommend to partner- 
ship businesses that they incorpor- 


ate. (Schloss vs. Silverman, 192 
Atlantic Reporter, 343.) 


One Sided Contract 


A manufacturer made a contract 
with a distributing concern whereby 
the distributing organization — be- 
came the sole channel of distribu- 
tion for certain of the manufactur- 
er’s products. Both parties were 
corporations and the contract pro- 
vided that it was to be effective as 
long as both corporations existed. 

The distributing company, how- 
ever, was to have the right to end 
the contract by giving notice to the 
manufacturer; but the manufacturer 
was not given the right so to end 
the contract. In a subsequent: law- 
suit between the two companies, ‘it 
was urged that the contract was not 
binding because of this inequality 
in the rights of the two contracting 
parties. , 

Dismissing this point, the court 
said: “It is argued that the agree- 
ment lacked mutuality. This is not 
so. What is meant is that one party 
had the privilege of ending the 
contract on notice while the other 
did not have the same right. Stated 
in another way, the obligations of 
the parties were not commensurate. 
These parties, both business con- 
cerns, agreed upon this element of 
the contract and it suited them. Cer- 
tainly we may not say it was un- 
reasonable.” 

This decision simply states the 
common sense principle that a busi- 
ness contract may be binding and 
effective even though it be one sided 
and seems unduly to favor one of 
the parties to the contract. (Phoenix 
Hardware Company vs. Paragon 
Paint and Varnish Company, 192 
Atlantic Reporter, 45.) 


Manufacturer's Resale 
Price 


Those relatively new state laws 
forbidding a dealer to undercut the 
resale price fixed by the manufac- 
turer have real teeth, as a recent 
New Jersey case shows. The New 
Jersey Act was attacked as being 
unconstitutional, but the highest 
appellate court of that State upheld 
the law and in its decision said: 

“The law is a mere direction to a 
resident merchant that he must not 
resell trade-marked or branded ar- 
ticles at less than the price fixed 
by the producer or owner of such 
marked commodities. If the mer- 
chant would profit by the good will 
built up by the owner or producer. 
he must comply with the require- 
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DO YOU WANT TO INCREASE YOUR GLUE SALES 
. AND YOUR GLUE PROFITS? 
Sell Rogers Liquid Fish Glue a 


The Rogers Isinglass & Glue Co. does not sell chain stores, group buy- 
ers, or mail order houses. This means that you, as an independent 
retailer, have absolute protection. Rogers superior quality and 
strength enable you to build up a business, which you will never lose 
because of cut prices. Retailers everywhere are switching to Rogers 
1 because of this policy and are sticking to Rogers. 
2 It is a profit-maker. You, too, will find it worth 
while to go ROGERS. 


; Ask your jobber today about Rogers 2 Deals and * 
t the Rogers Dealer Helps. Niperne *) NUBER 


| ROGERS 


| ISINGLASS & GLUE 
: COMPANY 


GLOUCESTER MASS. 
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BICYCLES * VELOCIPEDES 
PLAYCYCLES* ROLLER SKATES 





The first word in 
QUALITY 


The last word in 
DESIGN 


Oe 
D.P HARRIS HDW. & MEG. COMPANY .INc. 


D. P. HARRIS BUILDING, NEW YORK, N. Y. 
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QUICK 


FALL 
PROFITS 


WITH SHEFFIELD 


ALUMINUM 


PAINT — PASTE — POWDER 


Away out in front—with full line of 
packages of paste or powder—% lbs. 
to drums. Ready mixed Paint and 
2-compartment cans. We do all 
our own manufacturing — the 
paste, the powder and the 
bronzing liquid. Finest 
Quality. Surprisingly 
low prices. 





















Radiator Bronzing tite 
paeet Sa 
Ta00" oo" te 11500" sing Lie Pret 
Bronzing Liqu 


Manufactured in our own 
stacks and balanced per- 
fectly to work with Alumi- 
num and Gold Bronte 
Powders. 


OIL COLORS 


Ail popular colors in all sizes from 
\% x 4 lithographed tubes to 1 gal. 
cans. Beautiful, sales stimu- 
lating display racks. 


Kleen-A-Paint @ Three-Star Floor Cleaner 
Crack Filler @ Kleen-A-Brush @ Iron 
Enamel @ Bronze Powders @ and Woodfix 


Order from your Jobber Now 
Jobbers—Write for Discounts! 


SHEFFIELD 


BRONZE POWDER & STENCIL CO., INC. 


The Specialty House of Top Values 
3000 Woodhill Rd. Cleveland, Ohio 
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ments of the statute. He may re- 
move the mark, or brand and sell 
the goods he owns at his own price. 
but he must not utilize the good 
will of another without complying 
with the statute which brands as 
unfair the sale of identified goods at 
less than the price fixed by the pro- 
ducer.” 

The court referred to the decision 
of the United States Supreme Court 
upholding the Illinois statute to the 
same effect and pointed out that a 
similar law in New York has been 
approved by the courts. “The in- 
tent of the law,” commented the 
court, “is not to prevent a resale 
of merchandise but a destruction of 
the producer’s good will often es- 
tablished at great cost.” 

Most of the states have now 
passed statutes of this kind. (John- 
son and Johnson vs. Weissbard, 191 
Atlantic Reporter, 873.) 


Trade Association Legal 


The action of a trade association 
n “turning on the heat” to eliminate 
evils in the trade has been held in 
a recent Federal decision not to 
violate the Sherman Act. 

Manufacturers of women’s §gar- 
ments organized an association for 
the purpose of preventing so-called 
“piracy” of dress designs. The 
members of this association agreed 
among themselves not to sell to a 
merchant who bought from a manu- 
facturer who pirated dress designs. 
A large department store brought 
an action against this association on 
the ground that it violated the Sher- 
man Act, but the Federal Court did 
not think so. The court felt that 
the Sherman Act did not prevent 
the members of an industry from 
combining to do away with evils in 
the industry detrimental to the in- 
dustry as a whole. Apparently, the 
same principle could be applied in 
any trade or industry. Similar ends 
have been accomplished in a num- 
ber of trades and industries by the 
formulating of a fair trade code 


under the auspices of the Federal 
Trade Commission. 


Injured Customer 


What’s the legal liability of a 
business house for injuries suffered 
by a customer who falls over an 
obstruction in an aisle intended for 
the use of customers? 

In a recent court case a woman 
sued the owner of a store for in- 
juries sustained by her when she 
fell over a box placed in a narrow 
aisle which afforded the only access 
to a section of the store where she 
desired to make purchases. At the 
trial the owner of the store con- 
tended that the customer was at 
least partly to blame because she 
was negligent in not looking where 
she was going as she walked through 
the store. Upon the trial court’s 
deciding this contention in favor of 
the store, the woman appealed. The 
higher court reversed the decision 
and returned the case to the lower 
court for a new trial. 

The following comment of the 
court is well worth the attention of 
the proprietor of every business 
place: 

“There is a substantial difference 
between the kind and degree of 
vigilance which a traveler on a 
street must exercise to avoid damage 
and that which is required of a cus- 
tomer in a store. The storekeeper 
expects and intends that his cus- 
tomers shall look not at the floor. 
but at the goods which he displays 
to attract their attention and which 
he hopes they will buy. He at least 
ought not to complain if they look 
at the goods displayed instead of at 
the floor to discover possible pit- 
falls, obstructions or other dangers, 
or if their purchases so encumber 
them as to prevent them from seeing 
dangers which might otherwise be 
apparent. Patrons are entitled, 
therefore, to rely to some extent at 
least upon the presumption that the 
proprietor will see that the passage- 
ways provided for their use are un- 
obstructed and _ reasonably safe. 
(Chalmers vs. Great Atlantic and 
Pacific Tea Company, 192 Atlantic 
Reporter, 419.) 





Price Practices 


Duke University Law School has 
issued a symposium on “Price Discrim- 
ination and Price Cutting.” This sym- 
posium is not a handbook on what to 
do or what not to do under the Robin- 
son-Patman Act, Fair Trade Acts and 
Unfair Practices Acts passed in many 
of the states, but it is directed to the 


consideration of some of the important 
economic and legal implications of 
this legislation which must be faced 
in the endeavor to subject to regula- 
tion the complex pricing practices of 
the modern distributive system. Of 
special interest is a proposed revision 
of the Robinson-Patman Act. Price is 
75¢ postpaid. Published by Duke Uni- 
versity School of Law, Durham, N. C. 
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Hack Saw Blades 









Every dealer who sells STAR 
"MOLY" Hack Saw Blades 
knows that they are the quick- 
est, surest way to a profitable 
hack saw business. 


STAR "MOLY" Blades have 
made their mark in the retail 
trade. They sell fastest be- 
cause mechanics know the 
STAR "MOLY" does the best 
metal cutting job, does i# 
fastest and lasts longest. 















Our policy of exclusive sale 
through accepted channels 
of distribution only, protects 
you fully. 


CLEMSON BROS., INC. 
MIDDLETOWN, N. Y. 
@ 7747 


STAR “MOLY” 





KEY-OPERATED SASH LOCK 
LOCKS SASH ALSO IN OPEN 
POSITION FOR VENTILATION 
CAN BE ADAPTED TO DOORS 



































FOR COMPLETE INFORMATION*"} 
WRITE YOUR JOBBER OR “ 
E. T. FRAIM LOCK CO., LANCASTER, PA."* 
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| complete line. Order from your jobber. 


| ARCADE MFG. CO., 1201 Shawnee St., Freeport, Il. 


What’s Inhuman About 
Chaining ‘‘Buoys’’? 





















During vacation, did you notice 
those buoys bobbing up and 
down? Every one is anchored 
to the bottom by a piece of 
heavy chain—Buoy Chain. It’s 








supplied to the Government, in 
many cases, by McKAY. May 
we suggest that you, too, de- 








pend on 






*“MeKay’s 50 years 
of knowing how” 
For welded and weldless Chain 


of A-No. 1 quality, handle 
Chain made by... 












THE McKAY COMPANY 


McKAY BUILDING PITTSBURG G 











dampers 


ARCADE 


HARDWARE 










The all-steel spindles of Arcade Dampers have extra strength 
and make it possible to grind sharper points. 

Arcade Dampers are famed for their sharp points and the 
ease with which they pierce pipes. Made of cast iron... 
accurate in size .. . smooth in finish. Write for details on the 
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SIN 


ANDERSONS 
HEFFIELD 
INVES 


IRST IN 
HE FIELD ; 
INCE 1776 WF The finest 
of DOLLAR 
HANDSAW 
IN THE TRADE 
GENEROUS DISCOUNTS 
TO JOBBERS 








LE OR DOUBLE TOOTHED 
BANDSAWS 
From linch to 14 inch wide- 


PERFECT TENSION & TEMPER. 


Full details and prices of SANDERSON 
SHEFFIELD SAWS can be obtained 
from our Sole Representative in the 
United States. 


JOHN S. McKENZIE, 
}170 BROADWAY, 
NEW YORK. 








‘ 





SANDERSON BROTHERS & NEWBOULD, LTD. 
ENGLAND 


SHEFFIELD 
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Retail Chains 


By JOHN GUERNSEY * 


Distribution Economist, U. S. Bureau of the Census 


in the United States in- 

creased nearly 10 per cent in 
number between 1933 and 1935, 
while the number of stores de- 
creased 8.2 per cent. Sales in- 
creased 25 per cent. The three 
Census periods compare as in Table 1. 

Sales through central offices of 
retail chains, in the nature of whole- 
sale sales, added $281,779,000 to 
1935 sales, compared to $215,583,- 
000 in 1933. These sales constitute 
the wholesale business of 228 chains 
operating 492 warehouses, in addi- 
tion to their primary function of 
supplying the chains’ retail stores 
with merchandise. The census shows 
central-office operations of 1,914 
chains which reported central ad- 
ministrative and buying offices apart 
from their retail stores. 

There is no relation between total 
chain sales and the comparatively 
small proportion of the goods which 
move through chain-store ware- 
houses. Only 492 warehouses were 
operated in 1935 by 228 chains, out 
of a total of 6,079 chains. The value 
of merchandise billed through these 
warehouses totaled $1,864,221,000 at 
prices equivalent to what would have 
been the wholesale price had the 
goods been purchased from whole- 
salers. About 15 per cent ($281,- 
779.000) of this amount is ac- 
counted for by sales through cen- 
tral offices. in the nature of whole- 
sale sales. The primary function of 


the warehouses, however. is to sup- 
‘ 


*From Retail Census Vol. I, Sec. 6. 


& HAINS operating retail stores 


ply the stores of their chains with 
merchandise which can be ware- 
housed and distributed more eco- 
nomically than it can be delivered 
directly from producers. With the 
trend toward fewer and larger retail 
units, this economic function of a 
warehouse becomes less important, 
and some chains are actively de- 
veloping more wholesale business 
with independent stores. 

Chain-store warehouse operations 
in the three Census years compare 
as in Table 2. 

Chain-store warehouses are lo- 
cated in 43 of the 48 States, and in 
the District of Columbia. Data on 
employment, pay roll, expense and 
the value of goods handled are 
shown by States, so far as the in- 
formation can be reported without 
revealing the figures of individual 
chains. in Whole Volume I, page 
135, one of the series of final reports 
of the Census of Business. 

A total of 1,914 central offices 
were operated in 1935 with 73,655 
full-time and part-time employees 
and an aggregate pay roll of $153,- 
993,000. Total central-office  ex- 
pense. including pay roll, was $288,- 
421,000 of which $94,445,000 was 
prorated to the stores and appears 
in the reported store-operating ex- 
pense. The non-prorated central- 
office expense is equivalent to 2.29 
per cent of total chain store sales, 
or 2.22 per cent of total chain sales 
if additional central-office sales at 
wholesale are included. 

Central-office operations in 1935 





Table 1 
Per Cent Per Cent 
1935 Change 1933 Change 1929 
Number chains ........ 6,079 9. 5,546 -21.5 7,061 
Number of store units.. 139.810 2 152.3°8 —4.6 159,638 
Store sales (add 000)... $8,460,611 25. $6,767,766 —37.0 $10,740,385 
Table 2 
1935 1933 1929 
eT ee eer eee 492 462 559 
Wholesale value of goods billed through warehouses 
CRUE GE 649hncd6sastssccerscanteceveseecios ant $1,864,221 $1,431,563 $1,929,681 
Stocks end of year at cost (add 000)............... $93,471 $66,204 $98,840 
Number of employees, F. T. and P. T.............. 26,322 18,4501 26,442 
_ fF Ff EF Rr ree $33,948 $28,383 $40,635 
EE Peete Oe rer eee ye ee ere ere ee $33,253 $27,865 (*) 
PN. ctccanut ice ddgmeainenaeieaiatmnaae $695 $518 (?) 
Total warehouse operating expense including pay- 
OU GRE Gee eciin dente bcc enthdapesersccedees $76,603 $64,767 $83,829 
Ratio of operating expense to wholesale value of 
étnedeis 4.1% 4.5% 4.3% 


Me GREED. 2600dcccececshivsndecteeses 


1 Full-time employees only. Number of part-timers in 1933 not available. 


2 No comparable data available. 
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HER PRIDE AND JOY 
--» AND YOUR PROFIT 


@ Women, everywhere, are learning the won- 
derful advantages of fine Stainless Steel ... and 
Carlton Ware is what they want because Carlton 
Ware is made of finer, heavier-gauge chromium 
and nickel stainless steel and is better made and 


better finished, inside and out. 


Ask your jobber for samples today, or write us 
for name of jobber handling Carlton Ware in 


your territory. 


The Carrollton Metal Products Co. 
Carrollton, Ohio 


CARLTON 


STAINLESS 


eee os 


CHROMIUM 
AND NICKEL 


WARE 











UTILITY BOX ASSORTMENT 


A 50c 


A NEW 
IDEA 
FOR BOOSTING SALES! 


Instead of mounting "Arrow" 
Ball-Bearing Steel Spring Shears 
on display card, we pack them 
in a useful and attractive Gift 
Box. 


As each pair is sold, the pur- 
chaser's name is written on an 
accompanying card. When the 
last pair goes—the seal is 
broken and the purchaser whose 
name is opposite the lucky 
number .receives, without further 
cost, the Gift Box. 





1 Dozen 
Shear 
Combination 


NO. 450 ASSORTMENT 


Beautiful Gift Utility Box hand- 
somely designed and _ sturdily 
constructed, containing: 

6 pair 7” Shears 

6 pair 8” Shears 

| Display Card attached to box 

| Tally Card 
Shears are American Pattern 50c 
items with carbonized cuttin 
edges of even hardness. Eac 
pair carefully ground, polished 
and heavily nickel plated. Cut- 
ting edges automatically kept in 
adjustment with special Steel 
Roller Ball and Spring. 


The ACME SHEAR COMPANY 
BRIDGEPORT, CONNECTICUT 


Sold only through your Jobber. Write him. 





THAN ITS 
SURFACE 


Roofing can give service only so long as its topmost 
layer resists time and the elements. That’s why so many 
leading roofing manufacturers permanently protect 
the surface of their make of roofing with an outer 


coating of STA-SO. 


STA-SO is the surfacing of crushed, everlasting Vermont slate 


NO ROOFING IS BETTER 


—non-porous, non-fading, wear defying. Its hard slate par- 
ticles, flat and overlapping like fish-scales, will not drop out or 
wash off. STA-SO completely seals any roofing surface and is 
proof against age, weather, fire and sun. 

STA-SO, on roofing, shows no brand or label. To make sure 


that any make of roofing you handle is surfaced with STA-SO, 
write us for the facts. 


CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECO 
ANY ROOFING SURFACED WITH 








| ° STA-SO"S ° 


| WRITE TODAY FOR NEW 
| vowiahaiaen ciaomiaaet No. —_ 

















CAPITALIZE on this YEAR’S 


INCREASED BUYING POWER 


Present your merchandise in an attractive HELLER 
manner and encourage purchases in your store! 


BUY HELLER FIXTURES 
Install the famous HELLER built wall cabinets, tables 
and equipment. An investment never to be regretted. 
SEND FOR FREE INFORMATION 
NO OBLIGATION 


W. C. HELLER & CO. 
700 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City, N. Y. 
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leading hardware dealers 
are sold on and sell the 
Bassick line because it has 
been for years, and still is, the leading 
brand. It means casters with a guarantee 
of satisfactory service—lIt is a builder of 
good will and profit for the dealer. 


Write for new catalog 


THE BASSICK COMPANY 
Bridgeport 


Connecticut 
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compare with those in 1933 (no 
data for 1929 are available) as fol- 
lows: 


1935 1933 
Employees, full-time and 
POFC-CHMO .ccccccccccs 73,655 (*) 
Payroll, total, (add 000) .$153,993 $155,249 
Total central-office oper- 
ating expense, includ- 
ing payroll (add 000) .$288,421 $310,110 
Proportion of above ex- 
pense prorated to stores 


OO Orr $94,445 $93,057 
Remainder not charged to 

SED. ducvccdoseac tugs $193,976 $217,053 

Per $100 of stores sales $2.29 $3.21 


“s Combined with warehouse in 1933. Not 
available separately. 

Chains account for total employ- 
ment in 1935, in stores and central 
offices and warehouses, of 1,171,671 
persons, compared with 1,104,406 in 
1933. Total pay roll in all opera- 
tions was $1.211,066,000 in 1935, 
and was $1,051,990,000 in 1933. Pay 
roll was equivalent to $13.85 per 
$100 of sales in 1935, and $15.06 
per $100 of sales in 1933. 

It is not possible to compute the 
average annual earnings of full-time 
employees, because full-time and 
part-time employees are not re- 
ported separately for the year. De- 
tailed employment data were re- 
quested for one representative week, 
however, for full-time store em- 
ployees by occupational classifica- 
tions and for part-timers. A 17 
per cent sample is available, cover- 
ing 180,886 of the 1,071,694 store 
employees. 

Of the total. 137,563 or 76 per 
cent were full-time employees and 
43,323 or 24 per cent were part- 
timers. For the representative week, 
with a pay roll total of $3,545,790, 
the amount paid to full-time em- 
ployees was $3,288,477 or 92.7 per 
cent, and to part-timers $257,313 or 
7.3 per cent. The average earned by 
full-time employees for the week 
was $23.91, the part-time average 
was $5.94 indicating that part-tim- 
ers averaged about one-fourth of 
full-time working hours for the 
week. The week of October 26. 


1935, was used as representative. 


Classification 


Total samples analyzed............... 


Store managers and executives........... 
Store office and clerical, full-time......... 
Store selling employees, full-time.......... 
Store waiters, waitresses, full-time........ 
Other store employees, part-time.......... 


Total store, part-time................. 


Store selling employees, part-time......... 
Store waiters, waitresses, part-time........ 
Other store employees, full-time........... 


Total store, part-time................. 
Central-office, full-time and part-time..... 
Warehouse, full-time and part-time........ 


Total operating expenses of re- 
tail chains—stores, central offices 
and warehouses—totalled $2,377,- 
250,000 in 1935 and $2,133,675,000 
in 1933. This includes pay roll a- 
described above. The total expense 
is equivalent to $27.19 per $100 ot 
chain sales in 1935,-compared with 
$30.55 per $100 of chain sales in 
1933. The distribution of expense 
as between stores, offices and ware- 
houses is shown in the summary 
attached. It is customary in several 
kinds of business for chains to charge 
their warehouse expense, and some- 
times certain buying expenses, to 
cost of goods rather than to con- 
sider them a part of operating ex- 
pense. The census does not differ- 
entiate, as it definitely does not 
report cost-of-goods data. 

Stocks of merchandise for sale at 
the end of the year totalled $953,- 
597,000 at cost in 1935 and $803,- 
835,000 in 1933. Of this amount in 
1935, warehouse stocks accounted 
for $93,471,000 or 9.8 per cent. Com- 
parisons are shown in the attached 
summary. 

Administrative or home offices of 
the 6079 chains operating in 1935 
are located in every State, but New 
York leads with 841. It is followed 
in order by Illinois with 493, Cali- 
fornia with 484, Ohio with 400. 
Pennsylvania with 390 and Texas 
with 302. States which are the home 
States of more than 100 chains fur- 
ther include Indiana with 132, Iowa 
with 137, Kansas with 109, Massa- 
chusetts with 277, Michigan with 
241, Minnesota with 155, Missouri 
with 264, New Jersey with 129 and 
Wisconsin with 149. 

In the first six States mentioned 
are located the home offices of 48 
per cent of all chains, operating in 
every State a total of 69 per cent of 
all chain stores, in which is done 
76%% per cent of all the chain store 
business in the country. Below is a 
summary showing the stores and 
sales of all chains, distributed ac- 
cording to the States in which they 


Payroll, Average Pay 

Number One Week for Week 
277,061 $7,172,366 $25.89 
2,531 ~ $283,818 $112.14 
8,556 208.798 24.40 
84,983 2,010,042 23.65 
16.090 232,024 14.42 
25,403 553,795 21.80 
~ 187,563 $3,228,477 $23.91 
34,122 $186,239 $5.46 
5.067 27.076 5.34 
4.134 43,998 10.64 
43,323 ~ $257,313 $5.94 
71,908 $2,982°477 $41.48 


24,267 644,099 26.54° 


‘Includes administrative and merchandising executives. 
5 Includes warehouse executives and some regional merchandisers. 
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~(CHICAGO)~~ 
SPRING HINGES 


Quality Screen Door Spring Hinges 





When selecting your re- 
quirements of Screen Door 
' Spring Hinges for the com- 
ing season it will pay you to 
consider type 3005 and 
1005 Chicago Spring 
Hinges. 

They are constructed of 
heavy wrought metal, fin- 
ished in a most excellent 
manner, and have enclosed 
springs of tempered steel 
wire with tension adjust- 


ment. 





Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U.S.A. 














NOWSTHETIME 
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WITH... ae 


GoldSmit 
FALL E WINTER 


SPORTS EQUIPMENT 


BASKETBALL: FOOTBALL 


BOXING - HOCKEY 
wy fete tes lator 


LAY STS... CINCINNATI, 
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ALLIGATOR 


TRADE MARK REC.US. PAT OFFICE 


STEEL BELT LACING 


Made also in ‘Monel Metal” and non- 
magnetic alloy for special service, and in 
long lengths for wider belts. 

Seld only through jebber-dealer trade channels. 


Sole Manufacturers 

FLEXIBLE STEEL LACING CO. | 

4616 Lexington Street Chicago, Illinois 
In England at 135 Finsbury Pavement, 


Standard Boxes. 
London, E. C.2 


o demendenes 










It definitely clicks with the user—rents on sight—and turns out a profes- 
sional job for every user. It will bring an amazing increase of business 
to every dealer who features it on his floor and puts to work our FREE 
Advertising material. Quickly starts the dollars rolling in and soon 
produces waiting lists of renters. Small wonder that thousands say "'It's 
the GREATEST MERCHANDISER of FLOOR FINISHING MATERIALS 
EVER DEVELOPED". Sales records show material sales equal or exceed 
rental earnings. . 

Don't delay—get into this big Profit field with this revolutionary sander. 
It sands right up to the quarter-round, 









GUARANTEED picks up all dirt and dust and leaves 
FOR | YEAR a ballroom finish on any floor. Burn- 
out proof motor. Ball bearing 


INC. MOTOR 
‘ “ 
NO DIRT 


NO DUST 
NO MUSS 


equipped throughout. Light 
weight (weighs only 80 Ibs.) with 
High Speed balanced sanding drum. 
So simple—so free from breakdown 
troubles that it pays for itself in a 
short time. Use convenient coupon 
below for full details. 


' LINCOLN-SCHLUETER 97 
' FLOOR MACHINERY CO. 
' 212 W. Grand Ave., Chicago, Illinois 


' Please send full details of your 5-day 
' FREE Trial SPEED-O-LITE Offer. Also 
' complete information on your Mer- 

chandising Plan for Dealers. 

















NAME 






MAIL | 
THIS | ADDRESS 
COUPON 
TODAY 


See eS 2 SB es ea eae ge eee we ow we a 


CITY STATE 


Se eee ee ee SB eS eS eee eee eS 8. 
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Dealers use these tools for store and 
window display. Of modern design and 
fine workmanship Vichek Too!s attract 
trade—sell quickly and profitably. 


Priced, too, to meet competition—yet 
carrying an attractive margin of profit 
the Vichek line is extremely popular. 
There's an assortment to satisfy every 
customer need. There's a quality, too, 
that means repeot business. Fast sell- 
ing, good margin items, Vichek Tools 
open up new profit opportunities. 


THE 


VLCHEK 


TOOL COMPANY 


CLEVELAND, OHIO 
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are domiciled and not according to 
the States in which the retail units 
are located: 


NUMBER AND SIZE OF THE CHAINS 
DOMICILED IN EACH STATE 


(Not the Number of Units Operated 
Within the State) 


Home No. of Total 

Office No. of Retail Sales 
State Chains Units (add 000) 
U. S. Total...6,079 139,810 $8,460,611 
Alabama ........ 61 711 32,192 
EE Ade snace 15 131 9,966 
Arkansas ....... 48 475 13,260 
California ...... 484 11,037 600,834 
Colorado ........ 56 375 16,048 
Connecticut .... 75 1,000 62,206 
Delaware ....... 5 105 4,371 
Dist. of Columbia 36 487 47,650 
ar 639 32,956 
Georgia ........ 97 1,611 62,732 
| Pe 24 356 14,871 
DED Kaccncecs 493 13,099 1,310,769 
SS eae 132 1,612 69,262 
. eee 137 1,553 56,349 
Kansas ......... 109 1, 29,828 
Kentucky ....... 61 1,050 28,984 
Louisiana ....... 71 696 31,459 
EN teSencdons 32 261 12,097 
Maryland ....... 65 983 38,352 
Massachusetts ... 277 6,687 364,207 
Michigan ....... 241 3,334 209,461 
Minnesota ...... 155 2,536 106,565 
Mississippi ...... 29 228 6,790 
eee 264 3,764 187,109 
Montana ........ 22 449 16,048 
Nebraska ....... 70 678 21,866 
| ee 3 13 308 
New Hampshire . 15 124 6,118 
New Jersey ..... 129 2,590 92,010 
New Mexico .... 12 59 2,869 
New York ...... 841 46,754 3,301,196 
North Carolina .. 83 892 37,122 
North Dakota ... 17 225 6,009 
eee ee 11,492 613,950 
Oklahoma ...... 99 1,228 44,343 


Oe 60 794 33,788 
Pennsylvania ... 390 10,266 506,244 
Rhode Island ... 21 176 15,612 
South Carolina.. 39 377 12,664 
South Dakota ... 21 175 4,546 
Tennessee ...... 98 1,315 58,215 
|| arr: 302 3,585 133,612 
a. Are 39 490 20,959 
Vermont ........ 11 87 4,005 
WER: nsscccse 70 1,004 49,642 
Washington ..... 84 1,100 52,674 
West Virginia .. 66 589 26,436 
Wisconsin ...... 149 1,383 58,694 
TOPE oc eccccs 11 79 3,363 


Comparisons have been: made be- 
tween 3495 identical chains in 1935 
and 1933, and between 517 identical 
chains in 1933 and 1929. The num- 
ber of stores decreased slightly from 
1929 to 1933, and substantially from 
1933 to 1935. Sales decreased about 
25 per cent from 1929 to 1933, and 
increased about 22 per cent from 
1933 to 1935. The chains in 1935 
used 8 per cent more store em- 
ployees than in 1929, pay rolls 
totalled 1.3 per cent more in dollars 
than in 1929 and sales were 8.3 per 
cent less in dollar volume than in 
1929. Pay roll increased $1.24 per 
$100 of sales between 1929 and 
1933. and decreased 23 cents per 


$100 of sales between 1933 and | 


1935. 





FTC Made 291 


Investigations 


of Patman Law Charges 


N the first birthday of the 
QO Robinson-Patman Law, June 

19, 1937, the Federal Trade 
Commission announced that 291 sep- 
arate investigations had been made 
during the first year of this legisla- 
tion. In a formal statement the 
Commission said: 

“The Robinson-Patman Act has 
been on the statute books one year, 
or since June 19, 1936, during which 
time 291 investigations necessitating 
field work have been conducted. The 
Commission’s_ investigational divi- 
sion has completed 152 reports to 
the Commission on the facts regard- 
ing alleged violations. One hundred 
and thirty-nine investigations are, 
therefore, yet to be completed. In 
the 152 investigations completed by 
the Chief Examiner’s division and 
reported on to the Commission, the 
Commission has issued formal com- 
plaints in the case of 22, closed 98, 
and 32 are still awaiting disposi- 
tion. In 43 of the 98 matters closed. 
the Commission found that no un- 
lawful discrimination was apparent. 
Twelve cases were closed because 
the parties complained of had 
changed their practices before the 
alleged violations had been com- 
pletely investigated. In 14 cases the 
evidence failed to disclose that the 


differentials in price produced any 
unlawful effect upon competition. 
Thirteen cases were closed because 
the practices complained of were un- 
related to interstate transactions 
and concerned purely local matters. 
In four cases it appeared from the 
facts that the sellers’ prices to the 
particular customers were necessary 
to meet an equally low price made 
by a competitor of the said sellers. 

“In two cases it appeared that 
the discriminations alleged related 
solely to advertising rates not con- 
nected with the sale of any goods. 
wares or merchandise, and bore no 
relation thereto. 

“Several cases involving sales to 
the Federal Government were closed 
following the giving of an opinion 
by the Attorney General, holding 
that the Robinson-Patman Act does 
not apply to sales made to the Fed- 
eral Government. 

“In one case involving the appli- 
cation of Section 2 (c) of the Act, 
the complainant alleged control of 
the broker by a buyer. It appeared 
from the facts developed on investi- 
gation that such control did not, in 
fact, exist. 

“Of twenty-two complaints issued 
by the Commission, one has been 
terminated by voluntary action on 
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SELL THE LINE THAT GE [6 and Stays Sold 


For 26 years, Frantz, the pioneer of “watershed” 
(covered) Track and Hangers, has led the field. This 
enviable position is proof that better dealers want: 
(1) quality merchandise (2) outstanding constructional 
features (3) a wide range of styles and prices (4) strict 


adherence to a policy of selling to dealers, exclusively 
(5) maintenance of an adequate dealer profit margin. 
Join the happy throng of Frantz Dealers . . . sell the 
line that sells, and stays sold. Write today! 


FRANTZ MANUFACTURING CO. © STERLING, ILLINOIS “Sateen” ~enten 


One-piece ‘‘Glide”’ pensive one-piece cov- 
Track has a patented, ered track. Easy to put 
telescoping joint. No up—never needs 
brackets required. servicing. 

pe » ; “Rollaway” Hangers 
».. a are made in several 
with ease. Made in two styles. The ideal equip- 
styles. Easily installed. ment for small, light 


Guaranteed BUILDERS HARDWARE 


“SOLID' fo>x 30 YEARS 


Because 
it’s solidly made of 
fine heavy brass. Fre- 
quently imitated, never 

equalled. Fastest seller every- 

ere. Individually packed, 
12 to colorful display car- 
ton, as shown. 
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_ 2 5 a ice FLUE and FURNACE BRUSHES 


The Year’ $ on Selling Stove Sued Announcing! . . The greatest improvement in Flue and Furnace 


Brushes in years,—Schaefer's Royal Blue RUSTPROOF STEEL 
Brushes—for all Flue and Furnace cleaning requirements. 
Take your Brush business out of the Cut-Price class,—sell 
Schaefer Quality,—at a Profit. The new Schaefer RUST- 
PROOF Brushes are attractive,—they clean better, last FOUR 
TO SIX TIMES longer—and cost only a very little more. 
Lick the "Rust Bogey" and increase your Sales and Profits 
on Flue Brushes. Write today for details. 


SCHAEFER BRUSH MFG. COMPANY 


117 W. Walker Street Milwaukee, Wis. 

















B attonorr Chrome STOVE PIPE [i Rejrizerators 





Chrome plated steel! At 30% to 40% saving! Order from and Stoves 
Universal Appliance Co., Boston @ Faucette-Huston, Need the New 
Chattanooga @ General Sales Corp., San Francisco, PRO-TEX 
Los Angeles or Seattle @ Eastman Products Co., PAD 
Dallas @ Cusack & Harman, Kansas City, Mo., or Show It NOW! 
Ballonoff Metal Products Co., 5800 Kinsman, Cleveland, Ohio ; 














Customers are quick to recognize the sturdy construction and 
exclusive safety features of RICH Ladders. 


Ask your jobber or write for complete catalog and details of 
attractive dealer proposition. 


THE RICH PUMP & LADDER COMPANY 


1028 Depot Street Cincinnati, Ohio 


RICH SAFETY Af LADDERS 
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(Adhd PROFITS 


are possible with the handy household package of 
GARDINER Repair-All Solder. Retailing for 18 
cents this tast moving item meets chain store com- 
petition and gives you a full margin of profit as 
well. GARDINER Solder is better solder . . . does 
neater aad cleaner work. Packed in attractive tins, 
and each counter display box contains 10 tins of 
GARDINER Repair-All Solder. Order from your 


jobber. 
x S . 4 
&. Cionaliner Rey 
= 4 x © (METAL CO. foe 


~ 
4821 So. Campbell Ave., Chieago, tl. \ 


DENISTON 



























**Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
Beal’’—the lead under the head and down the 
shank actually pluge the nuil hole with lead! .. . 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S$. Western Ave. CHICAGO, ILL. 





The Original 
“HORSESHOE MAGNET” 
HAMMERS 


\ Steel Forgings, Perma- 
\ nent Magnets. The best 

\ magnet hammers on the 
\ market. Give long and 
satisfactory service. The 

Hammer holds the tack 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
18 Hawthorne Street, Boston, Mass. 


Rey MM ol i i WT VIE 
CLIPPERS 


MOUNTED ON THIS 
“SALESMAN” 


Colortu) fast-selling dle- 
play holds doz. elippers 
35¢ ea. Good profit. 
your jobber. Send for eata- 
log price sheet. 


The H.C. COOK CO. 
ANSONIA, CONN. 


HELP PREVENT FIRES 


SELL your customer 
a woven Steel Burner 
Safe Anywhere 
Two Popular Sizes 


1 $14.40 and $18 


per Doz. net 


Shipped K. D. 

Easy to set up 

F. O. B. Prov., R. I. 
H. B. BORNSIDE, Mfr. 


Make the Small Items Pay Big 
Profits. Stock up now with 


HINDLEY WIRE GOODS 
CSS 


COTTER PINS - WIRE SPECIALTIES 
BRIGHT WIRE GOODS - EYE BOLTS 


Sold Only Through Regular Hardware 
Trade Channels. 


MFG. CO., 60 J N ST. 
HINDLEY “¥5),59--£2,2°%" 5 
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Gem Nail Clippers 
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the part of the respondent. In this 
case, the Procon Grocery Service 
Co., Inc., organized by some of the 
largest corporate chains engaged in 
the grocery business, was charged 
in a formal complaint with violating 
the provisions of Section 2 (c) of 
the Robinson-Patman Act, it being 
alleged that so-called brokerage fees 
were obtained from sellers and were 
paid in the form of patronage divi- 
dends to the stockholder buyers and 
other buyers associated with Procon 
Grocery Service, Inc. Shortly after 
the issuance of this complaint, Pro- 
con Grocery Service, Inc., and its 
members expressed an intention to 
cease the practice and to that end 
surrendered the company’s charter 
and certified to the Commission that 
they had dissolved said corporation 
in the utmost good faith, and that 
they did not intend, as a group or 
individually, to organize any similar 
corporation or any unincorporated 
association to engage in the business 
practices described in the complaint. 
Thereupon the Commission ordered 


this case closed without prejudice 
to the right of the Commission, 
should the facts so warrant, to re- 
open the same and resume prosecu- 
tion of the compleint in accordance 
with its regular p :ocedure. 

“As a result of aumerous requests 
to the Commission by representa- 
tives of various industries for con- 
ferences with respect to the Robin- 
son-Patman Act and its administra- 
tion with particular reference to the 
problems of the individual indus- 
tries concerned, the Commission, de- 
siring to be as helpful to business 
as possible, permitted members of 
its staff to discuss with groups of 
business men and their attorneys 
problems generally affecting their 
industries. As a result whole indus- 
tries revised quantity discounts and 
inequitable allowances and eliminat- 
ed the unlawful granting of so- 
called brokerage and other discrim- 
inatory allowances. Business gener- 
ally expressed approval of changes 
to meet the provisions of the law. 





Coming Conventions and Events 


Mountain States Hardware & Im- 
plement Association, 36th annual 
convention, Cosmopolitan Hotel, 
Denver, Colo., Jan. 17, 18, and 19, 
1938, inclusive. John T. Bartlett, 
secretary-treasurer, 637 Pine St., 
Boulder, Colo. 

National Federation of Implement 
Dealers’ Associations 38th Annual 
convention, Hotel Sherman, Chicago, 
Ill., Oct. 6 to 8 inclusive, 1937. H. 
J. Hodge, secretary, Abilene, Kan. 

New York State Retail Hardware 
Association Annual Convention and 
Exposition, Hotel Statler, Buffalo, 
N. Y., Feb. 8 to 10 inclusive, 1938. 
John B. Foley, secretary, 510 Hills 
Bldg., Syracuse, N. Y. 

National House Furnishings Man- 
ufacturers Association, 11th annual 
exhibit, Stevens Hotel, Chicago, IIl., 
Jan. 9 to 15 inclusive. 1938. Warren 
Edwards, secretary, 228 N. LaSalle 
St., Chicago. 

National Wholesale Hardware As- 
sociation, 43d annual convention, 
jointly held with American Hard- 
ware Manufacturers Association, 
75th semi-annual convention, Palm- 
er House, Chicago, Ill., Oct. 18 to 21 


inclusive, 1937. Secretary Whole- 
salers Assn., George A. Fernley, 505 
Arch St., Philadelphia, Pa.; secre- 
tary, Manufacturers Association, 
Charles F. Rockwell, 342 Madison 
Ave., New York City. 

Texas Hardware & Implement As- 
sociation, 40th annual convention, 
Hotel Baker, Dallas, Tex., Jan. 25, 
26, and 27, 1938, inclusive. Dan W. 
Scoates, secretary, College Station, 
Tex. 

The Western Retail Implement & 
Hardware Association, 49th annual 
convention and exhibition, Kansas 
City, Mo., Jan. 18 to 20, 1938, inclu- 
sive. Sessions and exposition; New 
Municipal Auditorium. Herbert J. 
Hodge, secretary-treasurer, Abilene, 
Kan. 

National Association of Contract 
Builders’ Hardware _ Distributors, 
fourth annual convention and ex- 
hibition, Palmer House, Chicago, II1., 
Sept. 21-23, 1937, inclusive. J. 
Harold Dumbell, Samuel McKnight 
Hardware Co., president. Association 
offices, 225 Federal St., N. S. Pitts- 
burgh, Pa. 
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Full Size -Well Balanced 
Hardwocd Handle-Fits the Hand 
tty Blade-Hardened Full Lenoth 


SSS 


No. 387 Reamer 






Mayne w Sree: Baonucrs ino Suctsunme Faces Maes} 





Recognition of Mayhew Quality is 
reflected in the fact that Mayhew 
tools have been sold profitably by 


















No. 1510-D Serewdriver Assort. 


Dealers and Jobbers since 1856. 
“Ask Your Jobber-Salesman” 


MAYHEW STEEL PRODUCTS - 


SHELBURNE FALLS, MASS., U. S. A. Foreign Offices: 1332 William St., Montreal, 
Canada; 15 Mallow St., Old Street, London, E. C. 1, England. 


No. 386 Reamer 


INC. 








PERFECTION oi: STOVE DEALERS 
have every advantage | 


j Known Quality 
Proved Performance 
Modern Design 
Advertising Dominance 
Consumer Acceptance 
Complete Lines 
Ample Profit Margin 





PERFECTION STOVE COMPANY, 7829-D Platt Avenue, 
Cleveland, Ohio 











Oberg 
Saw Files 




















Ask your jobber or write to us for new Saw Catalog No. 137 


Sandvik Saw & Tool Corporation 


47 Warren Street 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 






























SPONGE 


FRE NETS 


To bring you greater profits 
from Sponges 


This net will Sell Sponges 
for you, the kind that people 
want. 

Free with the NA assort- 
ment as shown. Contains 23 
pieces Grass, Yellow and Wool 
washed and tagged 25¢ to 
$1. Retail value $10, cost to 
you $6. Sponges packed right 
in the net ready for you to 
hang up, or set on your 
counter, 

Order Yours Now Thru Your Jobber 


Schroeder & Tremayne, Inc. 


New York, N. Y. St. Louis, Mo. 
San Franciseo, Cal. Montreal, Can. 














"This Bernard tool is cata- 
loged on pages 19 to 26 of 
the Hardware Age 1937-38 


Buyers’ Directory — 


TAKE A LOOK 
You will find eight (8) pages 
of Bernard products in this 
Directory (pages 19 to 26) - - 
a complete buyers’ catalog of 
the Bernard line of Pliers, 
Nippers, Punches, Pruners and special 


purpose tools for the hardware and 


Also includes Phir Pete 
BARGAIN SALES UNITS 
THE WM. SCHOLLHORN CO. 


416 CHAPEL STREET, NE'W HAVEN, CONN 


mill supply trades.” 





“CUSH-IN- GRIP” 


(RUBBER-LINED-JAWS) STEEL TRAPS 


WRING-OFFS. 





<>. MADE IN No. I, 1%, 2 LONG 
5 SPRING AND JUMP MODELS. 





Prices. 


CHAS. D. BRIDDELL, Inc. 
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CHAMPION Steel Traps are also profitable sellers. 
They are low-priced yet FULLY GUARANTEED 
IN QUALITY.  Solidly 
tempered springs. End of spring on Jump Model 
slightly curved and indented to provide ‘‘slip-less” 
grip for trappers’ fingers when setting. 


Sold by Leading Jobbers. 


Dept. H.A.-8 


TWO PROFITABLE SELLERS!) CHAMPION 


“CUSH-IN-GRIP” Steel Traps are outstanding sell- 
ers for muskrat, mink, skunk, fox, raccoon, and other 
animals because trappers have accepted them 4s 
being practical. Tough RUBBER Strips are securely 
riveted to each jaw, absorb shock and REDUCE 
These humane traps do not break 
the bone, nor kill. “CUSH-IN-GRIP” Traps increase 
trappers’ catches, profits and your sales. 


ALL-STEEL TRAPS 





constructed with strong 








MADE IN No. |, Iz, 2 LONG SPRING 
AND JUMP MODELS. 


Crisfield, Maryland, U.S.A. 


Write for Samples and 
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Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the ““‘Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


The “Who Makes It?” issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Chicago, Ill.: Who makes the Ely- 
Autobal Balance-Door closing equal- 
izer?—-Lind Hardware Co. 


ANSWER: Walter S. Ely. Inc., 
46 Warren St., New York, N. Y. 


Glendale, Calif.: Who makes the 
non-splash rubber adapter for kitch- 
en sink faucets that has a lever to 
change the flow from a spray to a 
stream ?—Gilbert H. Glasgow. 


ANSWER: Faucetqueen Co., 205 
W. Wacker Drive, Chicago, IIl. 


* * * 


Woonsocket, R. I.: Who makes 
the Bubble Bottle rechargeable 
syphon?—Thomas C. Mee Co. 


ANSWER: Nason Products Co.. 
1499 Merchandise Mart, Chicago, 
Ill. 


i * x 


Cleveland, Ohio: Where can we 
obtain Brades bricklayers’ trowels? 


—J. C. Blaser. 


ANSWER: John H. Graham & 
Co., Inc., 113 Chambers St., New 
York, N. Y. 


Hershey, Pa.: Who makes the 
Dublekeen-safety razor blades? — 
Hershey Department Stores. 


ANSWER: General Blade Corp., 
39 West 23rd St., New York, N. Y. 


134 


Littlestown, Pa.: Who makes No- 
Mole a poison to exterminate moles? 
C. L. Mehring & Co. 


ANSWER: C. B. Dolge Co., West- 
port, Conn. 


* * * 


Glens Falls, N. Y.: Where can we 
obtain needles labeled H. Milward 
& Sons, Washford Needle Mills. 
England?—“K” Locksmith & Hard- 
ware Supply Co. 

ANSWER: Spool Cotton Co., 350 
5th Avenue, New York, N. Y. 


* %*+ 


Dillsburg, Pa.: Who makes the 
One Spot flea powder?—H. J. 
Shambaugh. 


ANSWER: Kennel Gardens, Inc., 
Elkridge, Md. 


* # 


Bellevue, Ia.: Where can we ob- 
tain repairs for music boxes?— 


Young Hardware Co. 


ANSWER: Lador & Co., 25 West 
32nd Street, New York, N. Y. 


e® @ @ 


Malone, N. Y.: Who makes the 
Save A Dollar brooms?—Malone 
Hardware Co. 

ANSWER: Milwaukee Dustless 
Brush Co., 2200 W. Michigan Ave., 
Milwaukee, Wis. 


* + 


Morristown, Tenn.: Who makes 
the Cortright metal shingles?— 
Whittaker-Holtsinger Hdwe. Co. 

ANSWER: Cortright Metal Roof- 
ing Co., 2218 Chestnut Street, Phil- 
adelphia, Pa. 


Cresco, Pa.: Please furnish name 
and address of the Lamson cash car- 
rier system for stores?—-Sequine 
Department Store. 


ANSWER: Lamson Co., Inc., 
Lamson Street, Syracuse, N. Y. 


Tomah, Wis.: Who makes the Val- 
dura roof coating?—Andres Hard- 
ware. 


ANSWER: American Asphalt 
Paint Co., 43 E. Ohio Street, Chi- 


cago, Il. 


Campbelltown, Pa.: Who makes 
the Kero kerosene water heater?— 
A. M. Brandt. 


ANSWER: Bastian-Morley Co., 
Inc., La Porte, Ind. 


McCone City, Mont.: Who makes 
a butchers’ block re-leveling ma- 
chine ?—Vern Hakes. 


ANSWER: Heath Mfg. Co., Inc., 


210 Lafayette Street, New York, » 


My. Bs 


Arverne, N. Y.: Who makes the 
Alwon-tank balls?—Edward Kugel. 


ANSWER: Scully Rubber Mfg. 
Co., Highlandtown Station, Balti- 
more, Md. 
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<Put PRESSURE behind} || DEALERS ARE PILING UP PROFITS 
your PRESSURE COOKERS ON TURNER CAMP STOVES 


So cieceeeneeimeenanal Jobbers everywhere report fine in- 

° creases in volume due to our pol- 

Feature genuine NATIONALS... icy of longer profit to the dealers 

put NATIONAL’S advertising on Turner Camp Stoves 

ressure back of your PRES- ea i — 

ealers should investigate this 

agg or: -and multi- fast selling line of Camp Stoves 
Ply sales = profits! FREE if they have not done so. 


a material to “ i in adnanaa le 

AL our models to stock meet all § 
NATIONA it. dealers; demands and requirements of the 
write tor 1 purchasers. 













Consult your Jobber or write for 
complete information. 


@_ PRESSURE COOKER ¢' [RE Tossa BaASSWORKS ) 


Dept. 9 Eau Claire, Wisconsin 400 PARK AVE. 





















































Extra Sales—Extra Profits 


— with this Fast-Selling 
Display on your Counter. 








New Justrite 
PUSH-CLIP 


ONLY A 
Justrite Push Clips. BRUSH THAT 
IS TRADE MARKED 


to keep lamp cords and 
radio wires in place, 
neat off the floor! Col- 
ors to match cords or 
woodwork! Easy to in- 


rN - 
—— —— = 
= gqe_2@€CE- stall—no tools needed. 
a je to remove “oe “not RU 8B RB Ee y ET i 
\ ; hau? eon to remove, does not 
Fane - \ Ac lez |W we mar walls or woodwork. 
Aye SHAW Aly: iI (TRADE mark) 
a rsa \ \ ‘So j \ Se. tg 17 — -CLIP = 
n\\ Vas. mY ~ Wil aa —1 9 a heey. 3 cards 
ean a\ ee | White, 9 eards Old Gold, IS A GENUINE 
w) +2 a ” su ; r py a B— 3 
— care . 
= cards Green. RUBBERSET 


JUSTRITE MANUFACTURING CO. 
2073 Southport Avenue Chicago, Illinois BRUSH 











This man and many te hi wil buy NEW! Sight: Display Case 
FREE p= 7 


All Steel — 3 
colors on alu- 
minum ltac- 



























lers. Man 
CAULK-O-SEAL others pom 
tured on 
To hundreds of workmen it is a 20-year-old stand-by. Plastic, non-staining ; | front. 
heat, cold and water-proof. Ketains elasticity. These men also pick the 
CALBAR Pressure Gun for its outstanding efficiency, simplicity and rugged- 
ness, 
Your jobber can supply you 
or you can send for the en- 
lightening facts and figures. 


CALBAR PAINT & VARNISH CO. 


Manufacturers of Technical Products Pz 


2612-26 N. MARTHA ST., PHILA., PA. 





Combines counter dis- 
play and stock. Hinged cover 

with latch easily cpened - sales person. Fre 

with your own selection of Marble’s Sight assortment listing at $33 or more. 


MARBLE ARMS & MFG. CO., 540 Delta Ave., Gigdstone, Mich., U.S.A. 


Vaughan, mm] MAKE EXTRA PROFITS ON 
| Wy 
SAFETY ROLL | \T me ao WAIRIE 
PU | 


Can Opener | uititn 
Ce Sa aE 3 BRONZE WEATHER STRIPS 


pomp Kee ty | Easily installed without 
Good Housekeeping. B h d 1 
The simplest... best- removing sas or oors: 

Now you can make quick, new profits by selling genuine 


oes... Dennis Double Cushion Spring B Weather Strips f 
_ ennis Double Cushion pring ronze eather rips for 
Gan pense on the mar modernizing jobs and new homes. The easiest to install 
















































ket. For quick turnover —comes attached to new parting stop. Patented ‘‘S’’ fold gives 
—and good profits—dis- double spring action. Prevents cold air leaks. Makes snug weather- 

is Nationally Ad proof seal conforming to all warping, shrinkage and expansion of sash 
play this Nationally 4 and doors. Endorsed by architects and builders for saving fuel. Ask 
vertised Popular Seller. your jobber or write for new 1937 Weather Strip Catalog. 









W. J. DENNIS & CO. 


2110-20 WEST LAKE ST. <««<«CHICAGO 


VAUGHAN NOVELTY MFG. CO., INC 
3211.25 CARROLL AVENUE, CHICAGO. ILLINOIS.U S.A. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word. mini- 
mem 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word............ -06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word..........+.+- -06 


Allow Seven Words for Keyed Address 
Boxed Display Rates 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
net apply on Positions Wanted Advertise- 
ments 


-~-~e— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


HARDWARE AGE is publisked every other 











NOTE 
Samples of Literature, Mer- 
chandise. Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 

















DOU pci cccdedndcecetecseceedcud $5.00 Thursday. Classified forms close 13 days 
Each additional inch.........:...- 4.00 previous to date of publication. 239 West 39th St., New York City 
HELP WANTED BUSINESS OPPORTUNITIES SALES REPRESENTATIVES WANTED 
RETAIL SALES) MANAGER. AN UN- FOR SALE—HARDWARE AND PAINT WANTED — SALESMEN EXPERIENCED 
USUAL opportunity is offered a retail sales-floor | store. Been in business under the same name and | IN SELLING Christmas item to hardware and 


executive, 35-40, in a successful suburban New 
York Hardware Store, established 20 years and 
still growing rapidly in prestige and merchandise 


range. Must know his business thoroughly to 
train and manage his floor men in hardware, 
paints, housefurnishings and allied lines without 
brow-beating them. Salary will be moderate until 
applicant demonstrates his ability, then pay will 
be commensurate with duties performed. Write 


fully education, religion, and experience (stating 


volume handled in last two years). ONLY IF 
you are confident YOU are the man for the job. 
Address Box C-691, care of Harnoware Ace, 239 
W. 39th St., N. Y. City. 


BUSINESS OPPORTUNITIES 


ATTENTION MANUFACTURER 


How would you like to have your merchandise dis- 
played and sold through Detroit's and Michigan's 
only complete Housewares Show Rooms. Located in 
the heart. of downtown Detroit, where most of the 
houseware, hardware, furniture, novelty and premium 
buyers will see and buy your merchandise 4 
terested please — ate with 
UGO STRAUS 
OUSEFURNISHING SA 
35 Grend River West, Detroit. 














ES 
“ei higan 











PARTNERSHIP WANTED — ESTABLISH- 


ED BUSINESS PREFERRED in or about 
Metropolitan area—-New York, New Jersey or 
vicinity. ee investment. Address P. O. 
Box 23, Hollis, 

FOR SAL E— HARDWARE STORE IN 


Willamette Valley pay roll town. Small invest- 
ment and good turnover. ant to sell on ac- 
count of poor health. Address Box C-625, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. rite 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


FOR SALE — MANUFACTURER WITH 
MARKETING facilities should investigate an 
ironing cord holder—practical—mostly wire that 
will sell for low price and show nice profit. Ad- 








dress Box C-689, care of Haroware Ace, 239 W. 
%h St.. N. Y. City 
FOR SALE—HARDWARE STOCK, PLUMB. 


ING and tin shop, debt free. Well established 
business under same ownership for thirty-four 
years. Excellent location in town of 3,000, in 
rich agricultural section, and splendid trade terri- 


tory. Owner deceased and widow desirous of 
selling. Address—Sam F. Long Estate, Superior, 
Nebraska. 


PAINT AND HARDWARE STORE IN the 
Pittsburgh suburb. Population over 7000. Only 
hardware store in town. Big opportunity for man 
with a little capital to expand. Approximately 
100 new buildings under construction at present 


time. Rent very reasonable. Address Box C-680, 
care of Harnware Ace, 239 W. 39th St., N. Y. 
City. 


136 








address for 44 years on Chicago north side. A 


clean, salable stock. Must sell on account of 
sickness. A fine opportunity for the right party. 
Reasonable rent, hot water. heat. Address Box 


C-679, care of Harpware AGe, 239 W. 39th St., 
N. Y. City. 


HARDWARE, BUILDERS AND FARM 
SUPPLIES, electrical appliances, coal, ete. Old 
established business. Village about 30 miles from 
Buffalo. Present owner 18 years. Net profit over 
$4,500 yearly. Owner retiring, will sacrifice real 
estate, stock complete. Reasonable terms. Mod- 
ern store, central location. Address Hunt Realtor, 

410 Brisbane Bldg., Buffalo, N. Y. 


SALES REPRESENTATIVES WANTED 


MANUFACTURER OF HIGH 
LINE of Fabric Reinforced Mou'ded Garden 
Hose wants high class sales representative who 
is regularly calling on the retail hardware trade 
in state of Indiana. Address Box C-684, care of 
Harpwane A Ace, 239 W. 39th St., N. Y. City. 


NATIONAL LY KNOWN BUILDERS’ 
HARDWARE MANUFACTURER requires the 
services of several salesmen for middle west and 
eastern territories. Write fully. Address Box 
(-666, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 

SALESMEN WANTED TO CALL “ON hard- 
ware jobbers, builders’ hardware dealers and lum- 
ber dealers to carry our line gf Mailo-Boxes, the 
modern built-in mail box, as an additional line. 
Several territories open. Give references, lines 
handled, and territory covered. Address—Penn- 
Greg Manufacturing Co., 133 South Tenth Street, 
Minneapolis, _Minnesota. 


SAL ESMEN CALLING ON HARDWARE. 
DEPARTMENT, furniture and appliance stores 
wanted to represent manufacturer of adjustable 
foot rest for appliances. New device of excep- 
tional merit. Every store should handle. Com- 
mission and protected territory. State expe- 
rience, trade and territory covered. Communi- 
cations confidential. Address—Brehme Special 
Products Company. Springfield. Vermont. 

ESTABLISHED MANU FAC TURER WITH 
NATIONAL DISTRIBUTION only product its 
kind on market, has number exclusive territories 
available to experienced paint salesmen only, 
capable establishing dealers and accomplishing 
necessary detail work with jobbers’ salesmen. Ex- 








GRADE 








tremely high commission assures over one hun- 
dred dollars weekly Car allowance. Address 
Box C-640, care of Harnware Acer, 239 W. 39th 


St.. N. Y. City 


CHROMIUM KITCHEN HARDWARE. WE 
STILL HAVE A FEW DESIRABLE TERRIT- 
TORIES OPEN FOR EXPERTENCED 
BUILDERS’ HARDWARE REPRESENTA- 
TIVES WHO HAVE AN _ ESTABLISHED 
ACQUAINTANCE WITH BUYERS. STATE 
TERRITORY COVERED AND BUILDERS’ 
HARDWARE LINES NOW __ CARRIED. 
AMERICAN BRASS GOODS COMPANY, 140 
COTTAGE GROVE. S.W., GRAND RAPIDS, 
MICH. 








department store trade. Fast selling specialty 
item. All territories open. Commission basis. 
State experience, age, etc. in letter of application. 
Address Box 7627-A, care of Harpware Ace, 802 
Otis Bldg., Chicago, Ill. 


BUILDERS’ HARDWARE SALESMEN TO 
SELL fast moving line of modern cabinet hard- 





ware. Territories open: Milwaukee, Philadelphia, 
Florida, California, Northwest, Pittsburgh, Ne- 
braska, Minnesota, St. Louis. Give builders’ 


hardware lines now carried. Address Box C-667, 
ae of Harpware Ace, 239 W. 39th St., N. Y. 
ity. 


SALESMEN — ALL TERRITORIES TO 
SELL jobbers and dealers the new Master Safety 
Food Grater. This is a fast selling repeat item, a 
brand new and novel kitchen tool that will run 
into volume business. Must be experienced. 
Write fully, exact territory, etc. Address Box 
C-683, care of Harpware Ace, 239 W. 39th St., 
MN. ¥. City. 


SALESMAN WANTED TO REPRESENT 
WELL-KNOWN manufacturer of taps, dies and 
screw plates in large trading areas. Must have 
a following in the retail hardware and large in- 
dustrial trade. Commission and protected terri- 
tories guaranteed. All communications confiden- 
tial. Address—Charles FE. Vautrain Associates, 
Inc., Advertising counselors, 560 Dwight Street, 
Holyoke, Mass. 


WANTED: 

















SALESMAN FOR BALTIMORE 
TERRITORY BY A LARGE OUT-OF-TOWN 
JOBBING HOUSE. ONE CALLING ON 
HARDWARE AND TOY RETAILERS. COM- 
MISSION ARRANGEMENT WITH A SMALL 
DRAWING ACCOUNT. MUST BE FAMILIAR 
WITH THE TERRITORY AND HAVE AN 
AUTOMOBILE. ADDRESS BOX C-686, CARE 
OF HARDWARE AGEF, 239 W. 39th ST., N. Y. 
‘eae 


SALES ACCOUNTS WANTED 


WE WANT LINES 
OUR FLORIDA CORP. 
AT YOUR SERVICE 


As successful manufacturers’ Agents we want two 
more reputable lines. New contacting Hdwe. Job 
ber, Dealer, Blhig. Supply trade and Dept. Stores 
in Florida and Georgia. 
Address Box C-685 care of BAgowaae AGE 
239 West 39th St., . City 




















SALES ORGANIZATION 
calling on the jobbing, department stores, 
trade in the East, 
Metropolitan area. 
We are interested in securing as factory reprosentatives 
the following lines: ironing boards, ladders, bath 
scales, cutlery, padlocks, electrical appliances, rope 
ond sash cord, mops, keg nails, wire vloth, tin ware. 
We are particularly interested in manufacturers whose 
costs of operation are low and their products com- 
petitively priced. 
Address = ow 678, care of ORB MARE AGE 


OF 14 MEN 
ard retail 
concentrating particularly in the 


39th St., 
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SALES ACCOUNTS WANTED 





POSITIONS WANTED 








POSITIONS WANTED 





HARDWARE MANUFACTURER’S REPRE- 
SENTATIVE DESIRES ONE or two additional 
lines worthy of good representation paying good 
commission and monthly. With full protection in 
Pennsylvania, New Jersey, Delaware and Mary- 
land. Now selling jobbing points and maior 
hardware dealers. Give full details in first letter. 
Write 2004 W. Godfrey Avenue, Philadelphia, Pa. 


POSITIONS WANTED 


MIDDLE-AGED MAN IN GOOD HEALTH 
with fifteen years’ experience in the retail hard- 
ware business seeks position with good concern. 
Address Box C-692, care of Harpware AGe, 239 
W. 39h Se.. N. Y. City. 


AV AIL ABLE YOUNG MAN 30, MARRIED. 
© years’ experience in wholesale distribution of 
hardware factory supplies; also retail mechnical 
ability; expert chauffeur. Can furnish best of 
references. Address Box C-642, care of HarpWARE 
AcE, 239 W. 39th St., N. Y. City. 


SUCCESSFUL SALESMAN, AGE 35, 
employed. Well educated, capable and honest 
Wants sales position with a reliable company. Has 
a thorough knowledge of marketing problems. Can 
furnish excellent references. Address Box C-681, 











NOW 


care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 
EXPERIENCED HARDWARE AND MILL 


SUPPLY man seeks sales territory or connection 
as store or branch manager. Fifteen years’ ex- 
perience as store manager and eastern territory 
salesman for a manufacturer. Available Sept. 1. 
1937. Can furnish references as to ability, char- 
acter and experiences. Address Box C-669, care 
of Harpware Acer, 239 W. 39th St., N. Y. City. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN retail and wholesale hardware, 
paints, sporting goods and kindred lines desires 
a position with responsible retail firm. Refer- 
ences. Capable of buying, bookkeeping and store 
management. In late forties and good health. 
Free to go anywhere. Middle West or South pre- 
ferred. Salary secondary. Address Box C-668, 
care of Harpware Ace, 239 W. 39th St., N. Y¥ 
City. 


HARDWARE MAN, 53, MANAGER OF 
RETAIL store for 15 years, any location accept- 
able; experienced in the following lines: builders’ 
hdwe., mill, factory, contractors’ and cabinet 
makers’ supplies, transmission, mechanics’ tools, 
paints, varnishes and brushes, pipe and fittings, 
etc. Address Box C-665, care of Harpware 
AGE, 239 W. 39th St., N. Y. City. 


SALESMAN, 10 YEARS’ EXPERIENCE 
CONTACTING JOBBERS, department and 
chain stores, large dealers in Metropolitan New 
York territory, desires connection with manufac- 
turer of products salable to these outlets. Address 
Box C-641, care of Harpware AGe, 239 W. 39th 
St.. N. ¥. City. 











HARDWARE MAN, 20 YEARS’ EXPE- 
RIENCE IN retail and wholesale hardware. Ten 
years in charge of tool department, also expe- 
rienced in steel goods, shelf hardware and kindred 
lines. Desire a position with responsible firm. 
Al references. Address Box C-664, care of 
Harpware AGeE, 239 W. 39th St., N. Y. City. 


SALESMAN, AGED 35, 12 YEARS sales ex- 
perience in selling wholesale hardware, grocery 
and heating supply dealers. Also dealer and fac- 





tory branch work. Now living in Detroit. Five 
years residence in Milwaukee. Average yearly 
salary $3,000, not including expenses. Connec- 
tions in Michigan, Wisconsin. Illinois, Indiana 
and Ohio. Address Box C-677, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 


BUILDERS HARDWARE MAN, CAPABLE. 
FIFTEEN years experience—six years on road 
selling for large manufacturer, reading plans. 
take-offs, schedules—all types of buildings. Best 
of credentials. Single. Locate anywhere. Avail- 








able September 15. A valuable asset for a large 
wholesaler either inside or outside. Full par- 
ticulars upon request. Address Box C-690, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 

MAN WITH SEVEN YEARS EXPERT- 
ENCE in the hardware, paint, plumbing and 
allied trades. Very good at general repair work, 
especially on electrical repairs. Seeks real op- 
portunity with concern who will appreciate ability 


plus faithful, conscientious service. Have driver's 


license. Am 22 vears old and single. Address 
tox C-688, care of Harpware Acre, 239 W. 39th 
am. Bw. F. Cite, 








Hardware Personnel 


Our files centain applications of several hundred ex- 
perienced and well trained employees in the hard- 
ware industries. 

NO CHARGE TO senvicty FOR THIS 


can of to you, just 

* XSSOGIATED “PLACEMENT BU REAU 

152 West 42nd Street New York City 
WIS. 7-1802, 1803 











EXPERIENCED WHOLESALE HARD. 
WARE MAN ACQUAINTED with a large 
number of retail dealers in Philadelphia and 
suburban towns desires a position in this district. 
Honest and reliable. Can furnish good references. 


Address Box C-687, care of Harpware AGr, 239 
W. 39h St.. HR. ¥. City. 
T AM AN TRONMONGER’S CLERK for 


Switzerland who import 
Seek position with 
appreciate man 


well known concern in 
many goods from America. 
American manufacturer who will 


who can speak and write French and German 
perfectly and handle correspondence with tact 
Am desirous of perfecting my English to bette: 
serve you. Address Box C-693, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 
YOUNG MAN 29 YEARS OF age with 15 
years experience selling Retail Ilardware and 


Paint lines desires position as travelling salesman 
with Jobber or Manufacturer. Would like to con 
tact firm to train me for selling in any territory 
in United States. Salary basis or possibly com 
bination salary and commission with all travelling 
expenses paid under either arrangement. Best of 
references. Address Box C-682, care of Harp 
warkE Acre, 239 W. 39th St.. N. Y. City. 


POSITION WANTED, AS SALESMAN, 
forty-two years of age, thoroughly experienced in 
hardware and mill supplies, particularly mechanics’ 
tools. Twenty years as traveling salesman _ in 
New York State, Pennsylvania, West Virginia, 
Michigan, Indiana and Ohio, calling on wholesale 


and large retail hardware, mill supply and auto 
accessory trade; also large manufacturers. Now 
employed but available on short notice. In excel 


lent health and free to go anywhere. Excellent 
references. Commission with drawing account or 
salary. Write for details or personal interview 
Address Box C-676, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








48 Advertisers Used the “Classified a 





Some wanted to buy a hardware store 
business; some wanted to secure sales representatives; others wanted sales 
accounts—and others sought various positions in the hardware trade, but all 


sought HARDWARE AGE and used its Classified Opportunities Section. 


Unquestionably their selection of Hardware Age was due to its wide circula- 
tion in the Hardware trade and its proven record to secure RESULTS for those 
who use its “Classified Section.” 


The Classified Opportunities Section of a recent issue of Hardware Age was 
used by 48 different advertisers. 





others wanted to sell their hardware 








HARDWARE AGE 


Classified Opportunities Dept. 


239 West 39th St., (A Chilton Publication) New York, N. Y. 


® 


A.B.C.—Charter Member—A.B.P. Inc. 
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Carpenter Mfg. Co., E. W. . _— 
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Central Commercial Co. . ; 127 
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Cheney Hammer Corp., Henry .. 121 


Chicago Lock Co. 
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Corbin Cabinet Lock Co......... _- 
Corbin Screw Corp., The ....... -_- 
Crescent Tool Co. _— 
Cross & Co., Inc., W. W. ...... 91 
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I 


Independent Lock Co........... 8 

Indiana Steel & Wire Co....... -— 
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Ohio, Stove Pipe & Mfg. Co..... — 
Okonite Co., The _ 
Osborn Mfg. Co., The. ....cscce 140 
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This Young Man Will Be Called Lucky 


HEY will say, a few years hence, that he 

gets all the breaks. He will not be work- 
ing hither and yon, intermittently, because 
he will be a trained hardware engineer. He 
is being trained, through Hardware Age, just 
as surely as if he were in a class room. Adon 
H. Brownell’s complete course of reading 
“Taking the Mystery Out of Builders’ Hard- 
ware” is going to take a lot of the mystery 
out of success for this ambitious boy. 


Put yourself or your employee in his 
place, learn something more about the hard- 
ware business than less energetic men know. 


SEPTEMBER 9, 1937 





The first division of this series. is as easily 
understood as it is possible for the English 
language to make it. The first step in 
your advancement in the selling and servic- 
ing of builders’ hardware is as easy as step- 
ping up on to the curbstone, and the subse- 
quent steps will be made equally easy if you 
read the early chapters. 


This course is not available any way except 
through the regular reading of Hardware 
Age. There’s a lot of luck ahead if you learn, 
through these articles, what to do with it 
when it comes your way. 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope C y, Auburn, “The Cordage City”, N.Y. 
ope Comp ge City 








WATERPROOFED - GUARANTEED 











Wherever there are pictures A 





to hang . . . you'll 
find a buyer for... is] 
MOORE Pushless Hangers 


Each home, office, store and factory in your town can 
use a dozen or more MOORE Pushless Hangers and an 
equal number of MOORE Push-Pins .. . a need that 
national advertising is increasing daily. Just a reminder 
is all that is required to bring this need to cus- 
tomers’ minds. Nothing so effectively does this as 
the attractive cabinet shown here. Your jobber 

will send you one free with an assortment ot 
72 packets. Order today. 


MOORE PUSH-PIN CO. 
Masutoeearen of qeeees aoc 

















113- 195 Berkley St., Phila. Pa. 





NIVES 


R. Murphy 


ANGERS’ 


Made by 


APER 


Stay-Sharp 





¥ Made in 5 styles 
ss No. 2 Round Point 334” blade 
No. 3 Round Point 3%” blade 


HOW IS YOUR STOCK of No. 2 Square Point 339” blade 
this splendid line of work No. 3 Square Point 3%” blade 
knives? No. 1 Clip Point 3” blade 
Shoe Knives Butcher Knives Perfectly balanced—well made—long lived 
Oyster Knives Plaster Knives knives. Preferred by Paperhangers for 88 
Skiving Knives Kitchen Knives years. Finest knife steel, hand-honed 
Rubber Knives Stencil Knives blades. Stay set non-wobbling handles. 


Clam Knives Manual Training You will find THIS, and the knives listed 
Mackerel Knives Knives at the left, quick sellers. 

Cigar Knives Roofing Knives Prices and Catalog on request. 

Dental Knives Shirt Cutters’ : 

Pruning Knives Blades and Robert Murphy s Sons Co. 
Oilcloth Knives Handles AYER, MASS. 
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HAVE IRON 


| MUST 










peso w sons every 
























of container. 


| | Burtington 


THE EDLUND 


OPEN-ALL SET 
Needed In Every Home 


represents the last word for a sure 
and easy way of opening every type 


CAN OPENER— 
JAR OPENER AND 
BOTTLE OPENER 


If you are not familiar with this 
latest Edlund combination set, ask 
yotr jobber or write direct for de- 
tails. It is a fast seller at a special 
price and with a good profit. 


EDLUND CO. 


Smartly packaged te make an ideal 
Vermont bridge prize or kitehen shower gift. 














Genuit° MOQMES% SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40c ET- 10c SET - 10c SET SAVE FURNITURE 


__{\f”& FLOORS-CREATE QUIET 
e » ee "Domes of Silence" 
each genuine Glide. 


Domes of Silence 
pH Rubber Cushion Glides 
Ww 
<n ees For Tile, Marble, Cement and Bathroom Floors. 


— a Noiseless. Sizes for metal beds, wood beds, large 


chairs and all furniture. 





















Ask your Jobber. If he is aot supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 
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HARDWARE 


ECOGNIZED everywhere as a 
product of quality. A complete 

line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 


National Manufacturing Co. 
STERLING °: ILLINOIS 


HARDWARE AGE 
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DUTCH OVEN 
COAL-WOOD RANGE 


The range that is taking the country by storm. Admired by 






all; desired by all; bought by those who can afford the new- 
est and finest cooking equipment. Reproduces—modernizes 
—the famous “Dutch Oven” principle of cooking. Amazingly 
convenient; astonishingly efficient; continues baking AFTER 
the fire dies down. Makes baking practically automatic; al- 
most as convenient as city gas. Auxiliary electric or gas hot 
plates optional equipment. ’ Dutch Oven Range No. 


cj He) - 1°) Maid 
AY BOY Heaters 









a 


ae 


Glow Boy—Ray Boy 
Oil-Burning Heaters 


Most advanced, complete and efficient self-con- 
tained heating units ever offered the public. Heavi- 


est firepots; largest heating surfaces, because of Simplest, cleanest, most dependable oil- 
f mes ‘ ; heating units. Scientifically designed, 
unique radiating fin construction. Produce more with Globe’s famous Heat-Radiating 
Fins; heating capacity is greatly in- 
creased. Semi-steel burner, without 
ers. Exclusive features put them years ahead of wicks or moving parts, contribute to 
ci ‘ eat Lb clean, safe, silent operation. Another 
competition. Beautiful, ultra modern, distinctive, profit-producer for the Globe Dealer. 


heat per pound, or gallon, of fuel than other heat- 


they set the style pace for the industry. 
Line up NOW with the 4,000 wide-awake Globe 
Dealers who are making new sales records with the 


outstanding Globe Line. Write today for full de- 





tails of the Globe Franchise and Merchandising 





Plan. Don’t waitl 


Liberal C. I. T. payment plan, with limited recourse, 
for retail sales. Permits old range or heater being 
taken as full down payment; terms as low as $4.72 


Glow Boy No. 8500 
for Coal-Wood per month. Also—Dealers’ Wholesale Floor Plan. 


LOBE STOVE & RANGE COMPANY 


vision of GLOBE AMERICAN CORPORATION e KOKOMO, INDIANA 
A Complete Line of Glow Maid Coal-Wood Ranges; Dutch Oven Coal-Wood 
Ranges; Glow Boy and Ray Boy Heaters are carried in the following warehouses: 


Denver, Colorado Grand Rapids, Michigan Billings, Montana Ogden, Utah 
Chicago, Illinois Saginaw, Michigan Omaha, Nebraska Seattle, Washington 








Cedar Rapids, lowa Duluth, Minnesota Buffalo, New York Spokane, Washington 

Ottumwa, Iowa Minneapolis, Minnesota New York, New York Bluefield, West Virginia 

Sioux City, Iowa St. Paul, Minnesota Plattsburg, New York Green Bay, Wisconsin 

Lexington, Kentucky Kansas City, Missouri Oklahoma City, Oklahoma Milwaukee, Wisconsin Glow Boy No. 7250 
Detroit, Michigan St. Louis, Missouri Portland, Oregon for Oil 
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BLADES— Made of Best Grade High 
Carbon Steel—Proper Gauge to Suit 
Requirements of Different Types Made 
Under this Brand. 


STR APS— Well Made and Forma 
Socket at the Blade to Insure Super 
Strength. 


FLEXIBILITY — 


The Blades are 
Heat Treated by 
Special Process. 
This Insuresa 
Flexible Blade 
thet will Spring 
Back Into Place 
when Bent with- 
out Injuring or 
Fracturing the 


Blade. 














HANDLES—Seasoned Ash XX 
Grade, Carefully Fitted to Straps with 
Three Strong Rivets. Fully Waxed. 


POLISHED — Blades and Straps are 
Given a High Mirror Polish and Pro- 
tected with Cloth Bags. 





“DIAMOND EDGE 1S A QUALITY PLEDGE ™ 
































Shapieigh National Series No. 2095 








